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local boy 
makes good 


USINESS 


.. via SPOT TV 


re and more national advertisers are capi- 
ing on the fact that all weather is local. 
weathercaster ona local station is the only .. ae sree eet cateiieaiels 
with weather information of immediate . Atlanta Los Angeles WTVD Raleigh-Durham 
rest to local viewers. No wonder he’s such - - Bakersfield : KCRA-TV Sacramento 
ssful 1 f hi f - Baltimore J Milwaukee WOAI-TV . San Antonio 
uccessful salesman for everything from : Minneapolis-St. Paul KFMB-TV ..s++ San Diego 
to swimming pools. . . and is one of the : : Nashville KTBS-TV ..s++ Shreveport 
. . . Flint-Bay City i Norfolk WNDU-TV .. South Bend-Elkhart 
ons why so many national advertisers : Fort Wayne Okishoma City  KREM-TV 
e made Spot TV their BASIC advertising 
ium. WHTN-TV ... Huntington-Charleston Peoria Me asxase Wichita 


Television Division 


Edward Petry & Co., Inc. 


The Original Station Representative 
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ONE SWEET YEAR DESERVE® | 4WOTHER! 
WRCA-TV made the most of every quarter during 





1958. The fourth quarter... like the jfirst three. . 
shattered all records. Share of audience increased 
7% over the previous year. Sales increased 26% 
For the entire year, WRCA-IV’s share of audience 
was up 9%, sales up 17%. Easily, the best year | 
WRCA-TV history! Now, it’s time to join us for you 
best year. Don’t wait for Spring, g plant now 


_ «ZAR Ts 
NBC IN NEW YORK - SOLD BY NBC SPOT SALES WIKUA~I V " 
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23 TV FLEXES MUSCLES 


The youngest medium has reached maturity, but is 
only beginning to realize its power 











28 LEVER FOR LEVER * 

\| Stations |" 

on the move 
in markets 











A huge company finds tv the best medium to move 
everything from soap to salad oil 

















32 THE ‘NEW’ SHOWS 





Viewers find ’58-’59 fare just as good as, if not 





! 
better than, in previous seasons on the move. 
35 BOX-OFFICE BUILDER Fort Wayne is now Indi- 
) , ‘ : : s second television mar- 
Nebraska-lowa motion-picture theatre chain finds on8 5m “ ; 
eee x ket . . . with more retail 
that television increases audiences 
a sales, food sales, drug sales 
© and effective buying in- 
in 36 CARTE SAE. CASES come than any other Indi- 
Viewer interest soars on KETV Omaha as a result ana TV market except 
of Polaroid Land audience contests Indianapolis. 
And. WANE-TV is now 
5 the first station in Fort 
Wayne . . . with a larger 
| DEPARTMENTS share of audience (sign-on 
sé Publiches* to sign-off) than any other 
4 Publisher’s Letter 49 Washington Memo station in the market.* 
> Report to the readers Tv and Capitol Hill 
yy © 
1l Tele-scope 51 Wall Street Report 


What's ahead behind the scenes The financial picture WANE-TV 
nc 13 Letters to the Editor 55 Spot Report FORT WAYNE 


The customers always write Digest of national activity Represented by Petry 
*ARB, Nov. 1958 Metropolitan Report 
x 15 Business Barometer 64 Audience Charts A 
; | Measuring the trends Who watches what : 
CORINTHIAN 
17 Newsfront 73 In the Picture STATIO N 
| The way it happened Portraits of people in the news 
0 il KOTV Tulsa + KGUL-TV Houston 
: 7 WANE & WANE-TV Fort Wayne 
38 Film Report 14 in Camera WISH & WISH-TV Indianapolis 
Round-up of news The lighter side 


|, Responsibility in Broadcasting 


| | 
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_plan. Low cost. Wide appeal. 





LASSO THESE 
HARD-T0-GET 
__ SPONSORS 


5c = . 
SN with 


DELIVERED! 


A major potato chip sponsor to 
12 stations in a four-state area! 
. . . Whether it's potato chips 
or petroleum distributors, 
“Cisco Kid” helps deliver ac- 
counts on your station’s ‘“‘most 
wanted” list! 


Could you use a local... 


¢ FOOD PACKAGER 


e INSURANCE AGENCY 


¢ BAKERY 
e GROCERY ASSOC. 


¢ DEPARTMENT STORE 


¢ DAIRY 
¢ TOY COMPANY 


Sponsors in ALL these classi- 
fications (and many, many 
more) are on TV stations in 
markets coast - to - coast with 
the new “Cisco Kid’’ plan. 

You can offer sponsors a rat- 
ing-proved series that’s backed 
with a complete market-tested 
traffic and direct sales-building 


Get the facts from: 





Letter from the Publisher 
Tv and the Critics 


“By and large, television criticism is the fitful labor of tired 
writers of monumental goodwill, a degree of talent and a jaded 
perspective.” This is one of the conclusions drawn by Patrick M. 


| McGrady Jr. after a comprehensive study of television criticism 


for the Fund for the Republic. He discussed his findings in an 
address before the Radio and Television Executives Society two 
weeks ago. 

“The effect of television criticism has been profound, and it is 
generally inconsistent, capricious and of questionable value.” The 
corollary point that Mr. McGrady makes is that while a critic has 


| no appreciable effect on viewer preferences, the more powerful 
| critics, most of whom are located in New York, exert a tremendous 


influence by “touching the moral sensibilities of sponsor, adver- 
tising and network officials and station programmers.” 

Many a network executive has picked up the morning papers, 
his hands trembling, to see what the reviewers have said about a 
show, knowing that the sponsor is probably at that moment reading 
the same reviews. Because of this lamentable situation, Mr. Me- 
Grady’s study may have a very beneficial effect, for it should demon- 


| strate to the advertiser and agency executives that the reviews are 


written by amateurs who in many cases are flailing their arms be- 
cause they are attracting so much attention. 
Attack is Easiest 

One of the most telling aspects about criticism was made a short 
time ago by Dorothy Parker when she was interviewed on the 


| Ben Hecht Show on wasc-tv New York. Miss Parker, who has 


reviewed books and plays for several years, was very frank in 
admitting that it was a lot easier to attack a vehicle than to endorse 


| it. “There are not too many words,” she said, “that can be used 


to praise a book or a play . . . but when you write an unfavorable 
review, you have so much more latitude for colorful expressions.” 

There is no doubt that a great many critics know full well that a 
review ripping a show apart is going to get more attention than 
one that honestly analyzes the program’s good and bad points. “At 
the moment, television and criticism seem to be at an impasse,” 
says Mr. McGrady. “It may be the same impasse they have been 


| at for the past 10 years. Perhaps it just seems worse now, but it 





is none the less regrettable.” 


Critic’s Role 


Five years ago Don Kirkley, tv-radio critic of the Baltimore Sun, 
summed up the role of the critic this way: “The ideal television 
critic should have an encyclopedic mind, a photographic memory, 
20 years of experience, three pairs of sound eyes, an understanding 
of electronics engineering, a sharp nose for news, millions of readers 
and a very large salary. Such a paragon soon would find himself 
promoted to a high executive position with a network or adver- 
tising agency, or running a panel show; hence it is unlikely that 
many properly qualified telecritics ever will be encountered in 
five-cent newspapers or even in 50-cent magazines.” 

Lacking the virtues of this “paragon,” the television critic of 
today, no doubt, takes a cynical delight in making the network or 
advertising agency jump. 





CISCO KID DIVISION 
1529 Madison Road 
Cincinnati 6, Ohio 






Teler CALC? 


| Cordially, My fick 
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NCS No. 3 CIRCULATION 
SPRING, 1958 





STATION 


DAYTIME 


NIGHTTIME 





DAILY 


WEEKLY 


DAILY 


WEEKLY 





WKZO-TV 
Station ‘B’ 
Station ‘C 










265,990 
202,190 
152,910 





390,330 
314,950 
264,330 





386,280 
304,780 
222,400 





472,250 
384,570 
349,890 





Yations 


BUT... WKZO-TV Will Put You 
On The Right Track 


In Kalamazoo-Grand Rapids! 


NCS No. 3 shows that WKZO-TV runs a far better race 

in Kalamazoo-Grand Rapids and Greater Western Michigan 
than any other station — 606,780 television homes, 

34 counties in Western Michigan and Northern Indiana. 


In fact, WKZO-TV gives you more homes monthly, weekly 
and daily than any other Michigan station outside of Detroit! 


And remember that by adding WWTYV, Cadillac, to your 
WKZO-TV schedule you'll get all the rest of Michigan 
worth having! 


*Herb Elliott, 20-year-old Australian, set the new world’s record of 
3 minutes, 54.5 seconds on August 6, 1958. 


WKZO-TV. 


100,000 WATTS @ CHANNEL 3 @ 1000’ TOWER 
Studios in Both Kalamazoo and Grand Rapids 
For Greater Western Michigan 
Avery-Knodel, Inc., Exclusive National Representatives 
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JOE BOLAND... America’s Voice of Sports ities Winiies teil, 


Every dyed-in-the-wool sports tan in America knows WSBT-TV's Marcia Krinsley 


Sports Director, Joe Boland. Yeu've heard him announce the CBS-TV Business Oflice 


G. S. Smith 
Chicago Office 
333 North Michigan 


Bowl and Pro games—the Notre Dame games on ABC Radio—and the 
Colt-Giant Championship game on NBC Radio. He was named ‘‘Sports- 


caster of the Year'’ for '57 by the famous Rockne Club. | Tel. FRanklin 2-7100 
Joe’s popular weekday show on WSBT-TV, “Boland With Sports,”’ West Coast Office 
(5:45-6:00 P.M.) is one of the highest-rated sports shows in television. | R. J. Friedman 


' . : ( 7 rd. 
Joe's program is typical of the many popular local shows on as Ny ss ia 


WSSBT-TV, with high ratings and ‘‘selling'’ personalities. | Hollywood 7-5625 








WSBT-TV dominates the prosperous South Bend market. The latest 
A.R.B. shows this station carrying 9 of the 10 top rated programs, | Member of Business Publications 
18 of the top 25; 33 of the top 50! Total Effective Buying Income in the Audit of Circulations, Inc. 
station's 14-county coverage area is $1,594,029,000! | 
Ch esi EPA 


See your Raymer man or write WSBT-TV about availabilities of TELEVISION ACE is published every other 
Monday by the Television Editorial Corp. 
Publication office: 109 Market Place, Balti- 
more 2, Md. Editorial, advertising and cir- 
culation offices: 444 Madison Ave., New 
York 22, N. Y. Phone: PLaza 1-1122. Single 
copy: 50 cents. Yearly subscription in the 
| U.S. and possessions: $7; in Canada: $8; 

‘ | elsewhere: $12. Second class postage paid 
ONE OF CBS at Baltimore Md. Copyright 1959 by Tele- 


participations or the entire show. There are also availabilities on Joe's 
popular daily radio sportscast (6:00-6:15 P.M.). 
tents of TELEVISION AGE are protected by 


copyright in the U.S. and in ali countries 


SOUTH BEND, INDIANA ¢ CHANNEL 22 signatory to the Bern Convention and to 
ASK PAUL H. RAYMER COMPANY «+ NATIONAL REPRESENTATIVE | the Pan-American Convention. 


| vision Editorial Corporation, 444 Madison 


b STATIONS Ave., New York 22, N. Y. The entire con- 
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MOST AUDIENCE** 
Noon to 6 P.M. 

6 P.M. to 10 P.M. 

10 P.M. to Midnight 
SIGN ON to SIGN OFF 


PROGRAMMING 26 OF THE TOP 30 SHOWS 
IN THE MARKET AND 9 OF THE TOP 10 


**NOVEMBER, 1958 








INATES 


BEAUNONT 


PORT ARTHUR 
ORANGE 








SABINE 
. 
4 goed 
ec 
ABIN' r 
ANGELINA sane ¥ ts 
P —" 
TRINITY ,¢ “. NEW on 
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om". 6 : be 

a: POLK JASPER S J : 
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BEAUMONT®). OS 


KFDN-TV 


Beaumont-Port Arthur-Orange 


Cc. B. Locke, Executive Vice President 
& General Manager 


Mott Johnson, Sales & Operations Manager 


Peters-Griffin- Woodward, Inc. 
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SOLD AMERICAN! 
And Markets For LUCKY STRIKE 
irst Major oe Buy 
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39 ALL-NEW 
FIRST RUN 
'HALE-HOURS 








SPECIAL 
AGENT 
SEVEN 











LY NOLAN 


A truly great actor plays “Special Agent 7” of the Intelligence Division, U. S. 
Department of Internal Revenue — in fighting encounters with the nation’s 
most sinister lawbreakers. Here come high ratings again from your No. 1 
Distributor of TV Film Programs — MCA TV. 


IMMEDIATELY OPEN FOR REGIONAL AND LOCAL SPONSORSHIP 





t_ = 


ge, 2) 
: | producers of MIKE HAMMER and STATE TROOPER 


Write, wire, phone mca ty FILM SYNDICATION 


598 Madison Avenue, New York 22 - PLaza 9-7500 and principal cities everywhere 






















This 
is ni 
Pittsburgh 





H. J. Heinz II, chairman 
of the Pittsburgh company that made 
“57 varieties’ an international byword. 


It takes some knowing to sell Pitts- 
burgh, city of good food, good steel, 
good news, good living. No other sta- 
tion knows Pittsburgh and sells it like 
KDKA-TV. How can we help you sell 
Pittsburgh? 


KDKA Arv 
Pittsburgh 


Represented by PGW 


jw = Sc) Westinghouse Broadcasting Company, Inc. 


Bill Burns, KDKA-TV’s newscaster 
extraordinary with a phenomenal 
75% share of audience. 


) 
GATEWAY ad 
TO THE FUTURE NY 






fe Mrs. Enid Jones, Homemaker, one of 
PITTSBURGH BICENTENONAL 8 53 4.5 million people reached by KDKA-TV, 
far and away number one in Pittsburgh. 
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New Product Group 


It looks as though television will have still another 
product category to talk about this year. Funeral directors, 
with some obvious copy and program problems, appear 
to be ready to use the medium more often and in more 
areas than they have before. Tv has been used by mortu- 
aries on the west coast with some success, but their flam- 
boyant approach to the business has not been generally 
emulated. In New York, where the competition is stiff, 
Universal Funeral Chapel picked up Bernard L. Schubert’s 
Crossroads and sponsored it over WNTA-TV. The program 
will be dropped at the end of 13 weeks, but Universal 
is satisfied with its initial try with tv. The mortuary will 
be back in the fall with a new program, and other 
funeral directors across the nation, through their national 
association, have expressed an interest in television. 


Lever: New Products, New Posts 

Announcement this month of promotions at Lever Bros. 
from chief executive officer down the line comes after 
four years of vast product and promotion expansion. The 
company now spends more than $40 million in measured 
media—more than half of it in television—and has 21 
national brands at retail. For the story behind these 
developments, see Lever for Lever, page 28. 


Soft-Drink Drive 

Fizzies, the do-it-yourself soft-drink tablet which was 
introduced last summer by Warner-Lambert Pharmacal 
Co. through Lennen & Newell, Inc., is preparing a spot 
drive through newly appointed Lambert & Feasley, to 
begin early in April. The top 110 markets reportedly 
will be used, with minutes bought in kid programs for 
runs through August. Frank Sweeney is the timebuyer. 


Tv Film Financing 

It’s now an axiom: you need lots of money to stay 
alive in the television film business. This was demon- 
strated again last week when the Buckeye Corp. (AMEX) 
formed an entertainment division by acquiring Pyramid 
Productions, Flamingo Telefilm Sales and $1 million worth 
of property rights to five tv series from Essex Universal 
Corp. Pyramid and Flamingo will exist side by side as 
separate, wholly owned subsidiaries of Buckeye. The new 
entertainment division is prepared to expand in several 
directions, according to Herman Rush, president of Fla- 
mingo, and Leonard Loewinthan, president of Pyramid. 


Re-Runs Can Really Run Away 

If you reach one-third of your potential audience in 
a market on the first time around with a half-hour film, 
how much can you expect on the second run? At least 
another third, apparently. At any rate, that’s precisely 
what wcss-tv New York did with Ziv’s Sea Hunt recently. 


WHAT’S AHEAD BEHIND THE SCENES Tele-scope 







The November-December eight-week A. C. Nielsen report, 
when both new and second-run episodes were shown, 
gave the series a 35.2, second highest of all New York 
programs. But the four-week breakdowns are what docu- 
ment the pulling power of re-runs. Nielsen’s October re- 
port, which covered only new films, gave Sea Hunt a 35.7. 
The December report, covering November when only 
repeats were telecast, again awarded the series a 35.7. 
Those same episodes, when telecast originally last year, 
reached approximately one third of New York’s television 
audience. wcss-Tv airs Sea Hunt on Saturday nights. 


Clicquot Club on Tv 

Tv spot is reported in the near future for the Clicquot 
Club Co., national bottlers of ginger ale, etc. Broadcast 
has not been utilized to any extent in the past, but the 
firm is currently planning a $400,000 radio buy in 25 
top markets. Video activity will follow from the Clicquot 
agency, Daniel F. Sullivan Co., Inc., Boston, although 
the extent is not yet determined. Walter Munroe, media 
director, is the contact. 


Tv Licensing Gains New Enthusiasts 

The dollar potential of television licensing appears to 
be luring still more film companies into the field. ABC 
Films and National Telefilm Associates are the latest firms 
to do this, and each has decided to set up the operation 
within its respective company. Reason: farming the busi- 
ness out to an independent company reduces income (by 
as much as 50 per cent sometimes) and occasionally can 
reduce efficiency. ABC Merchandising, Inc., an American 
Broadcasting-Paramount Theatres subsidiary, which han- 
dies several ABC-TV properties, had previously been re- 
sponsible for licensing ABC Films programs. NTA’s 
licensing operation has now begun to move, and at press 
time it was understood that several deals had been con- 
cluded with manufacturers for U. S. Marshal. 


Pay-Tv Test 

The National Broadcasting Co. “does not object” to 
the kind of pay-tv tests suggested by Congressman Oren 
Harris in a recent resolution. NBC board chairman Robert 
Sarnoff issued that statement in reply to questions re- 
cently posed in the Saturday Evening Post, newspaper 
video columns, etc. Mr. Sarnoff’s views, and those of NBC, 
remain firmly opposed to “a pay system of national char- 
acter” and “broad-scale tests,” both of which, he feels, 
would grow “only by cannibalizing the present free sys- 
tem.” However, the proposed resolution—which would 
permit any organization to test its system in a single area 
of the country—is not believed to pose a threat. “It may,” 
said Mr. Sarnoff, “satisfy many people of integrity who 
believe some form of test opportunity should be given 
the promoters of pay tv.” 
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Now, you say when 


And how often too! For once programs and commercials are Videotape* recorded, scheduling is wide 
open. Playbacks can be telecast immediately — hours later—or anytime you decide. At least 100 repeats 
can be made from any one recording. Copies can be made. And tapes recorded on a VR-1000 Videotape 
Recorder can be played back on any other VR-1000, anywhere. 





Never before have sponsors been able to schedule commercials to reach selected audiences so easily. 
Never have stations had so many “live” availabilities to offer. 


Get the complete story on the many things Videotape recording can do for you. Write today. 


CONVERTS TO COLOR ANYTIME « LIVE QUALITY + IMMEDIATE PLAYBACK + PRACTICAL EDITING » TAPES INTERCHANGEABLE + TAPES ERASABLE, REUSABLE + LOWEST OVERALL COST 





934 CHARTER STREET, REDWOOD CITY, CALIFORNIA AMPEX 















Offices in Principal Cities CORPORATION 


professional 


products division 





*im AMPEX CORP 
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New Picture 

... Yup, it’s me! New pix but the 
same ol’ mug, showing wear and tear 
of 60 summers! Allus been allergic to 


the undated pix we see of youthful 

specimens of male virility taken 20 

years or more ago. So, if you have a 

cut of me with a young fat face in 

the morgue, JUNK IT. They can take 

one look at this one and say, with 

some truth: “What, that ol’ so’n’so 

still around? Well, well! Or, if he 
isn’t, they can say, "bout time!” 

Les.ie C. JoHNSON 

Vice President & 

General Manager 

wHBF Rock Island 


ITC Article 

. . . the article in TELEVISION AGE 
on ITC . . . is one of the best-exe- 
cuted reporting jobs that I have ever 

seen in the trade press. 
Jack WRATHER 
Independent Television Corp. 
New York City 


.... All of us here at ITC were ex- 
tremely pleased with the fine story 
you gave us. We think it was most ac- 
curately done, and we are grateful for 
your continuing interest... . 

WALTER KINGSLEY 

President 

Independent Television Corp. 
New York City 


. my appreciation for the fine 
article your current issue carried on 
our company. Representing ITC and 
telling our story at the client and sta- 
tion level has been a source of pride 


debt for this big “assist” in helping 
me do my job. 

Wa ter M. StovaLy 

Account Executive 


Independent Television Corp. 


Commercial Story 
. congratulations on the very 
fine way in which you have handled 
the story on “More on Commer- 

cials” .... 

Wes ey I. Nunn 
Advertising Manager 
Standard Oil Co. (Indiana) 
Chicago 


Co-op 
We were very much interested in 
your excellent article on cooperative 
advertising published in the Decem- 
ber 15th issue of TELEVISION AGE. It 
was an outstanding and most com- 
plete presentation of this subject. 
Because this information will be of 
interest to our readers, we wish to 
request permission to reprint a por- 
tion of the list of tv co-op advertisers 
in our Cooperative Advertising News- 
letter... 
J. WENDELL SETHER 
J. Wendell Sether Associates 
New York City 


Note: Permission granted. 


Canada Dry Spots 

. ... All of us here appreciate the 
fine story about the corporation. As a 
matter of fact, we are putting together 
a package of tv spots that carry this 
“flexibility concept” that you wrote 
about to its ultimate. .. . 


for me. and I am very much in your 


F. E. BENSEN Jr. 


Advertising Manager 
Canada Dry Corp. 
New York City 


KDUH-TV Financing 

Thank you for including the KoTa- 
TV satellite, KDUH-TV Hays Spring, 
Neb., in your round-up of satellite op- 


erations (TV AGE, Nov. 17, 1958). We | 


would like to point out, however, that 
the amount of money raised in north- 
west Nebraska to build the station was 
actually $167,000, and it was raised 


through the sale of four-per-cent in- | 


terest-bearing debenture notes. . . . 
NorMAN HEFFRON, 

Vice President KOTA-TV 

Rapid City, S. D. 


| 


| 





“How to be in two 
places at once” 





Mr. Joel Chaseman 
Program Manager, WJZ-TV 
Television Hill, Baltimore 


“We taped a busy candidate’s cam- 
paign speech. He was on the air 
‘live’ and actively campaigning at 
the same time —literally in two 
places at one time, thanks to 
Videotape* recording.” 


AMPEX 


CORPORATION 

















934 CHARTER STREET, REDWOOD CITY, CALIFORNIA 


lona 





*TM Ampex Corporation 
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Because 
Local 
Sponsors 
Buy With That 
“Critical Buck,” 
They Buy 
The Station 
That Gets 
“Next Day” 
Results... 


You've Got A Live One 
When You Buy | 


KRNT 


TOTAL RADIO 
in Des Moines, lowa 
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In DES MOINES, 


that result-getting station is . . . 
and has always been . . 

KRNT RADIO, that “know-how, 
go-now”’ station that keeps pace 
with all that’s going on in 

Des Moines, lowa’s lively center of 
business activity. Because KRNT 
has news on the hour, total 
sports, the best of music, 
dramatic shows, complete weather 
and complete service, local 
sponsors spend nearly as much 

on KRNT RADIO as on the 

other 5 Des Moines 


stations combined! setter See Katz Soon. 





SOURCE: LATEST AVAILABLE F. C. C. FIGURES 


KRNT RADIO-CBS 


A Cowles Station 























| 
| 












































Business barometer 


Network business continued strong in November, even though the one-month October 
rise set a new record for Business Barometer surveys. 





° The TELEVISION AGE monthly check of the market shows that network billings were up 
4.4 per cent in November over those in October. 





This maintains, and increases, the 22.4 per cent business jump which was reported 
in October (see chart). 





Comparing this November gain for network billings to that for previous Novembers 
indicates the strong position of this portion of tv. 





In 1953 network business was up 6.6 per cent in November. In 1954 the gain was 4.6; 
1955 3.5; 1956 2.4; 1957 4.8, and 1958 4.4. 





Collar figures compiled by TvB's LNA-BAR reports show that network billings for 
November were $52 million, up 8.4 per cent over those in November 1957 

f when the total was $48 million. 

0 





To date 1958 (January through November) network billings total $513 million, up 9.9 
per cent over the $466 million for the same period in 1957. 








Division of the network billings between the three networks, with gains for each 

this year over last, 

shows: ABC-TV, $10.3 

million in November 

1958, as against $8 NETWORK BUSINESS 

million in 1957, a tae!’ ec! ‘Sen. Web. Mar.cee Mos 

gain of 27.9 per cent; 

CBS-TV, $21.8 million 
er this year, as against 
$21.4 million last 
year, a gain of 2.1 
per cent; NBC-TV, 
$19.8 million this 
year, against $18.5 
last year, a gain co? 
7.1 per cent. 


June July Au Sept Oct ‘ 










1957-58) 


1956-57 


1955-56 


Cumulative network figures for 
the January through 
November period show: oo 
ABC-TV $92.5 million 
for 1958, as against 
$74.4 million in 1957, 

Don. a gain of 24.3 per 

cent; CBS-TV, $224.9 million, against $217.3 million, a gain of 3.5 per 

cent; NBC-TV, $195.1 million, compared to $174.6 million, a gain of 11.7 














per cent. 
: The February 23rd issue of TV AGE will include the Business Barometer report on 
local and spot business for December. 





A new feature for the report will be a comparison of national and local this 
December with that of December a year ago. 
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JACKSON 


Population 43.4% 
Households 44.7% 
TV Households 44.0% 
Farm Population 34.1% 
Retail Sales 47.3% 


market! Just check those figures again! 


Michigan’s Golden Triangle is a major market. 
In total population it ranks just below the 10th 
largest metropolitan area* and in TV homes, 
ranks just below the 27th market area** in the 
nation. 


*BASED ON SRDS CONSUMER MARKET DATA 
BASED ON TELEVISION AGE 100 TOP MARKETS, 


m LANSING 
CITY E 
GRADE 


The new look in Michigan coverage... 


BY 


a=) 


Antenna height—1008’ 


WILX-TV is the only single station that will com- 
pletely cover Michigan’s Golden Triangle— 
Jackson, Lansing and Battle Creek—with a City 
Grade signal! 


WILX-TV has the Right coverage in the Right spot 
TOTAL STATE EXCLUDING METROPOLITAN DETROIT | 


B SIGNAL AREA 


Retail Food Sales 47.3% 
Retail Drug Sales 48.6% 
Retail Automotive Sales 50.3% 
Retail Filling Stations 46.3% 
Gross Farm Income 39.9% 


Only WILX-TV, an NBC affiliate, can so thoroughly cover and deliver this rich out-state 


prime time now available! 
RIGHT NOW. .. is the time to contact 


VENARD, RINTOUL & McCONWELL, INC. 


for complete market information 
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CBS Films study measures film prestige .. . 


page 17 


Foreign films have advertising ideas ..... page 19 


Networks heed critics more than viewers . . . page 67 


What Is Syndication? 


That question, with variations, has 
come up too often from too many ad- 
vertisers and agencies to suit sales 
executives at CBS Films, and so the 
distributor has embarked upon a long- 
term educational project designed to 
lift the veil of darkness surrounding 
the subject. 

The company’s salesmen, armed 
with a two-year study compiled by 
Eugene Moss, sales promotion man- 
ager, will eventually hit almost every 
major television advertiser and agency 
in the country. Purpose of the visits, 
according to John F. Howell, vice 
president and general sales manager, 
is to explain the mechanics of the busi- 
ness to those who have not grasped it, 
“to those who need it, and attract 
those to whom it makes sense.” 

The study represents an investment 
of approximately $50,000 and is in 
the form of an easel presentation which 
is also reproduced in small booklet 
form, allowing the listener to follow 
the presentation. It is called This /s 
Syndication. 

For those who prefer handy cap- 
sule definitions, CBS Films offers one 
in its study: “Syndication is the use 
of television programs in the markets, 
on the stations and in the time pe- 
riods of the advertiser’s own choosing, 
supported by promotion prepared by 
the distributor.” 

The presentation on syndication is 
affirmative in the sense that it admits 
there are virtues in other forms of 
television advertising, e.g., network 
and announcements. 

“Network advertising is unsur- 
passed for clients with complete na- 
tional distribution, for clients who 


need 120 or more markets and who 
have advertising budgets running into 
the millions.” 

And the advantages of announce- 
ments are many: flexibility (choice of 
markets, stations and time periods) , 
multiple impressions and low cost, the 
study points out. 

Then CBS Films points out the dis- 
advantages of these methods of tv ad- 
vertising. Network programs cannot 
always be scheduled to take full ad- 
vantage of local viewing habits. Thus, 
families in large cosmopolitan mar- 
kets watch tv later than do those in 
middle-sized factory cities, and even 
in large cities viewing habits vary 
widely. As an example American Re- 
search Bureau sets-in-use figures for 
the Sunday 10:30-11 p.m. time slot 
(What's My Line) for the same month 
show quite a discrepancy: 31.2 in At- 
lanta, 48.7 in Baltimore, 40.1 in 
Sacramento and 44.9 in Washington. 

The disadvantages of announce- 
ments, according to the study: no pro- 
gram identification, no control of the 








Recall factor: announcements rated 


lower than program commercials 


THE WAY IT surreal @ WSs front 


climate surrounding the sales mes- 
sage, no effective merchandising, pro- 
motion and publicity. “To the public, 
television is not an advertising me- 
dium; television is entertainment.” 

Syndication, on the other hand, 
combines the advantages of network 
and spot, says CBS Films. “The adver- 
tiser selects the markets that best suit 
his own purpose—markets that con- 
form with his distribution pattern or 
that fit strategically into his market- 
ing plan. In each city, the advertiser 
steps across network lines and chooses 
both the strongest station and the best 
time periods—rather than ‘run of sta- 
tion.’ ” 

The prestige associated with a net- 
work program apparently has little 
meaning for the average viewer, ac- 
cording to a Trendex survey cited in 
the presentation. This study, con- 
ducted in a cross section of 15 cities, 
reports that 84.8 per cent of viewers 
classify syndicated programs as net- 
work programs, or cannot tell one 
from another. And 64 per cent be- 
lieve that network programs are syn- 
dicated, or admit they cannot tell one 
from another. 

Again comparing network and lo- 
cal viewing, CBS Films points out that 
in syndication there is the plus of ad- 
ditional 


viewing opportunities in 


those markets that receive signals 
from more than one city. Network ex- 
posure, on the other hand, means 
simultaneous viewing in all markets. 
“In an area served by seven televi- 
sion markets—New York, Philadel- 
phia, New Haven, Boston, Providence, 
Washington and Baltimore—15 per 
cent of the 12,146,840 tv families (al- 
most two million families) can re- 
ceive programs from two markets.” 
That sy ndicated programs can de- 
liver big audiences isn’t often dis- 
puted, but it is sometimes an unap- 
preciated fact. CBS Films offers some 
total Nielsens: 


sample audience 


Annie Oakley, 27.1; Silent Service, 
(Continued on page 19) 
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The Epitome of Luxurious Living! 


THE KENILWORTH HOUSE, Miami Beach ... here you can enjoy living at 
its very finest ... a magnificent oceanfront residence, in one of the most exclusive 












areas, with every service, comfort and convenience available at your command. 


Tangy salt air and sunshine combined to give you one of the most health- 


ful climates anywhere in the world! 


Relax in the sun, swim in the beautiful Atlantic or salt-water pool, golf 
. .. a plethora of relaxation facilities all within easy distances. Or, just 
luxuriate in breathtaking ocean views and Bayside views of exotic Flo- 


ridian beauty! 


THE KENILWORTH HOUSE... these lovely co-operative apartments are 
beautifully furnished . . . spacious rooms, unusually large closets, TV, completely 
equipped kitchens, private balconies, air-conditioned. Available for purchase with 
one or two bedrooms. Complete hotel service. Apartments start at $38,500. 


( Applications Subject to Committee Approval ) 


For Brochure and Price list, as well as Information on Other 
Exclusive Properties . . . write or phone... 


Bergi Wood, Associate 


MARION BUTLER, REALTOR 


9577 Harding Avenue 
Surfside, Miami Beach, Florida 











Plaza 4-7457 





Union 6-2423 
































































































































News (Continued from page 17) 


22.4; Death Valley Days, 22.9; Sky 
King, 22.4. 

Network ratings vary from region 
to region, the presentation points out. 
Thus, a U. S. rating on a western 
may be a 33.0, but in the Pacific re- 
gion it can drop to a 26.7 and in the 
northeast region rise to a 36.2. 

Since commercials for syndicated 
films are serviced easily, an adver- 
tiser can take advantage of local con- 
ditions, such as geographic buying 
habits, weather and market condi- 
tions, says the study. 

In another consideration of com- 
mercials, CBS Films cites a Starch 
survey which measured the effective- 
ness of announcements as compared 
to program commercials. The results: 
the program commercial was recalled 
by 63 per cent of the families sur- 
veyed, while the spot announcement 
was recalled by 32 per cent of the 
families surveyed. 

Some of the uses of syndication 
as listed by CBS Films: it can intro- 
duce new products; it can open new 
distribution areas; it can bolster weak 
markets, and it can be used to test 
new copy. 

One of the important arguments 
advanced in the presentation in sup- 
port of syndication is its economy. 
“Network television, admittedly, is 
fine for the sponsor with an unlimited 
budget; a look at Nielsen’s top 25 
nighttime half-hours reveals that the 
typical sponsor is in 144 markets cov- 
ering 95.4 per cent of U. S. tv homes. 
A sponsor using a filmed half-hour 
on a regional basis in the top 50 mar- 
kets would cover 80.5 per cent of 
U. S. tv homes. The average time cost 
for the top 25 network half-hours is 
$57,135 (including discounts), while 
the 26-time rate for half-hours in 
prime time in the top markets is 
$39,020, a saving of 32 per cent.” 

Furthermore, according to the pre- 
sentation, “by buying fringe time the 
sponsor saves 38 per cent in the 7- 
7:30 p.m. time period, and 41 per 
cent in the 10:30-11 p.m. time pe- 
riod.” The question that is raised by 
CBS Films: is the additional cover- 
age worth that extra money? 





Venice Gran Prix winner by Italian 
Gavioli Brothers. 


This Is Syndication is adaptable 
in that it is in looseleaf form, and ac- 
cording to Mr. Howell, it will be con- 
tinually updated. 


Advertising Film Abroad 


Harry Wayne McMahan, tv com- 
mercial consultant, has put together 
an enlightening presentation of some 
34 commercial films selected from the 
almost 700 which he viewed as the 
American judge at the 1958 Interna- 
tional Advertising Film Festival in 
Venice. Shown on Jan. 27 to the 
Academy of Television Arts and Sci- 
ences in New York, Mr. McMahan 
plans a series of showings to advertis- 
ing groups across the country, both to 
acquaint more American agencies 
and advertisers with European com- 
mercial films and to stir up active in- 
terest in the film festival. 

American participation has not been 
especially noteworthy in the five 
years since the festival was founded, 
according to Mr. McMahan. In 1958 
U.S. entries won in only two cate- 
gories, while French, Italian and Brit- 






Schick’s Chester G. Gifford and John 
J. Reidy. 





ish producers swept the show. Mr. 
McMahan believes that this country 
should make a better showing and 
feels that this can be easily accom- 
plished by more, and more carefully 
chosen, entries. He warns, however, 
that the competition is rough. 

Although many of the films shown 
were produced for the European the- 
atre market, they are still important 
because of their influence on foreign 
tv commercial films. There is a long 
tradition of entertaining and creative 
advertising in Continental motion- 
picture houses which seems to have 
carried over into the tv field. 

Most of the spots use visual images 
and/or pantomimed story lines with 
much emphasis on brand names and 
less concern with selling points and 
product claims. There is a great con- 
centration on camera techniques and 
some delightful uses of puppets and 
cartoons. Especially entrancing are 
the puppets of Bettiol-Lonati-Bettiol 
and Les Marottes of France and the 
cartoon work of the Gavoli Brothers 
of Italy. Also exciting are the expres- 
sionistic and abstract films of Dimka- 
Remont and Cineaste, both French. 

Live performers are used in a story 
situation, but not as direct salesmen. 

It should be pointed out that most 
of these films are done direct: the pro- 
ducers have their own creative staffs 
and take full responsibility for their 
work. Thus, it is to be suspected that 
there is little depth and motivation re- 
search done and more reliance on 
creative instinct. Certainly there 
seems to be room for experimentation. 

Since these commercial films are 
designed to sell an entirely different 
market, it seems futile to debate the 
relative merits of American vs. Eu- 
ropean selling philosophies. It was, 
however, obvious to observers of Mr. 
McMahan’s demonstration that there 
is much to be gained from the sort of 
exchange provided by the Venice fes- 
tival. 


Schick and Tv 


“Television has been a tremendous 
medium for us,” Chester G. Gifford, 
returning board chairman of Schick, 


(Continued on page 54) 


February 9, 1959, Television Age 19 





Snapped up in first 
[iays in 54 markets! 


“Cannonball” Mike Malone, one of 
the rugged men entrusted to main- 
tain the nation’s commercial lifeline 


—the long-haul truckers. 


Created and produced by 
Robert Maxwell, famed creator 
of Lassie, and combining for 
the first time dynamic action 
adventure and intense human 


interest in a brand-new series. 
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INDEPENDENT 


AY} 
ae 
MYSTERIES | 


Americans dearly love a mystery—any kind of mystery. 
Witness the hordes of hard and soft-cover books, pulp 
magazines and slick periodicals that thrive on the end- 
less demand. Moral for telecasters: Take the guesswork 
out of your programming—put the mystery in. The VPS 
mystery, of course! 


DANGEROUS ASSIGNMENT-— Espionage on an international 
scale, starring Hollywood’s Brian Donlevy. As government agent 
Steve Mitchell, he covers the earth like a coat of well-known 
paint. Lots of latitude for free-swinging adventure. 


INNER SANCTUM-— Just beyond the renowned creaking door 
lie gripping tales of the eerie and unusual. Mood pieces with off- 


the-beaten-track themes, featuring leading performers of Holly- 
wood and Broadway. 


PANIC—oOrdinary people suddenly flung into situations of 
extraordinary suspense. First-run-off-the-network, with an out 
standing ARB record. Stars include Everett Sloane, Mercedes 
McCambridge, Ann Rutherford, James Mason. 


CAPTURED—The original ‘‘Gangbusters” of radio-TV fame 
with Chester Morris as host. Dramatized recaps of headline polic 
cases like those of Willie Sutton, Tony the Stinger, Little Duk 
Likini. Arrestingly authentic. 


,* 
Pe 
& 


i> 


THE FALCON— Undercover action overseas. Charles McG 
stars as U.S. secret ‘‘op’’ Mike Waring, otherwise known as ‘“‘ 
Falcon.’’ Plots and counter-plots on both sides of the Iron C 
make for intriguing drama. 


VICTORY PROGRAM SALES 


A DIVISION OF CALIFORNIA NATIONAL PRODUCTIONS + 663 FIFTH AVENUE, NEW YORK 22, N. Y. * CIRCLE 7-83 
CANADIAN REPRESENTATIVE: FREMANTLE OF CANADA, LTD. 
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Television 
flexes 
muscles 








Youngest medium 


has reached maturity but is only beginning 


to realize its power 


Ithough its critics may disagree, the televi- 
A sion industry has just about grown up. In 
terms of time spent per day and in terms of pene- 
tration, the medium can be said to be approach- 
ing that dread word “saturation,” which if freely 
translated in an expanding economy and in the 
face of a continuing population increase, means 
infinity. 

That the youngest of all advertising media has 
almost attained this status in slightly more than 
a decade is in itself an indication of its power 
and efficiency. Television’s story to date has 
been one of expansion and mercurial growth; the 
future will tell an entirely different tale when 


words like stability and universality best de- 
scribe it. 

For some, such an accomplishment will be in- 
terpreted more as an indication of bankruptcy 
than of stability, more as proof that the medium 
has nowhere to go, rather than that it has gotten 
somewhere. Industry apologists have allowed 
themselves to be drawn into a futile kind of spar- 
ring with television’s programming critics, and 
have answered criticisms related to quality with 
quantitative replies, e.g., circulation, ete. And 
programming critics seem to be under the impres- 
sion that their qualitative arguments must be re- 
flected in a quantitative way—in a drop in ratings. 
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There appears to be little relation- 
ship between the two. The question of 
quality, since it is a subjective one, 
can be left to the experts; the quan- 
titative question can be easily docu- 
mented, and TELEVISION AGE, for the 
second consecutive year, offers some 
of the basics forgotten or unappreci- 
ated even by those closely associated 
with the medium. The facts are sup- 
plied by the Television Bureau of Ad- 
vertising, the A. C. Nielsen Co., FCC 
records and TV Ace’s own estimates. 

In 1958 the figures clearly show 
that, although tv continued its growth 
pattern, it was at a slower rate of 
climb. For in January 1958 the num- 
ber of television homes was estimated 


at 42.3 million, over three million 
more than the same period in 1957. 
This three-million home increase per 


year had been occurring since 1955, 
and prior to that the jumps per year 
were truly phenomenal. But in Jan- 
uary 1959 tv homes increased only 
1.7 million to reach a total of 44 mil- 
lion. It would seem then that homes 
will continue to grow slightly over 
the population growth until penetra- 
tion reaches somewhere in the 90's. 


At present, 86 per cent of U. S. homes 
are television homes (see chart: Num- 
ber of Tv Homes). 

Similarly, time spent viewing per 
average home per day, probably the 
most significant indication of televi- 
sion’s importance to the American 
public today, appears to have reached 
its peak, as is evidenced in figures re- 
ported for 1958 which actually show 
a drop over the year of approximately 
four minutes a day. 

In 1957 time spent per home per 
day reached a phenomenal high— 
five hours and nine minutes. Tv view- 
ing had become, apparently, Ameri- 
ca’s greatest national pastime. In 
1958 time spent per home per day 
averaged out over the year to five 
hours and five minutes. Here, it would 
seem, the level will remain, give or 
take a few minutes, with viewing high- 
est in the winter months and falling 
off during the summer (see chart: 
Time Spent with Television). 

This chart, which shows a fall-off 
from the previous year beginning in 
May and starting to pick up in Decem- 
ber, is interesting in several respects 
in that it appears that viewing per 


home per day actually hit its level in 
1956, and that 1957 was an unusual 
year. Most dramatic drop in time 
spent in 1958, as compared to the 
previous year, occurred in October 
and November and was serious enough 
to send many researchers looking for 
the answer. Their conclusion: the 
drop is merely a return to normal, and 
the all-time October-November highs 
achieved in 1957 were due to a combi- 
nation of factors which are supported 
by the movement of drug and pharma- 
ceutical products during that period 
—miserable weather with high con- 
densation, complicated by a virus epi- 
demic. Viewers stayed at home. 

But because of the 1.7-million in- 
crease in tv homes, the total number 
of home hours of daily viewing in- 
creased by almost 28 million hours 
in 1958. It is interesting to note that 
in 1951 only 54 million home hours 
were spent viewing each day, and in 
1958 the total had reached 265 mil- 
lion hours viewing each day. 

A further breakdown of viewing by 
time of day and penetration by regions 
will be supplied. But the physical di- 


mensions of television—where it 




















stands today as compared to a year 
ago—ought to be appreciated first. 

Exactly 11 years ago on Jan. 1 
there were 17 operating stations. On 
Jan. 1, 1958, there were 495 stations 
on the air, a growth made possible 
when the Federal Communications 
Commission lifted the freeze in 1952. 
On Jan. 1 of this year the number of 
operating commercial outlets had 
jumped again—to 513 (see chart: 
Number of Operating Commercial 
Stations). At the same time, of course, 
the number of markets shot up cor- 
respondingly, from 28 in 1949 to 320 
this year (see chart: Number of Mar- 
kets). 

Television-set production figures 
show a similar growth pattern, with 
a falling off in the rate of growth (see 
chart: Tv Production, Value, Price). 
From 1947 onward set production 
climbed, until it reached a peak in 
1955 of 7.7 million units produced 
for an average selling price of $225. 
Retail value of these sets in 1955 
amounted to $1.7 billion and is ac- 
tually a lower dollar total than that 
achieved in 1950 ($2.2 billion) 


when 7.4 million units were made, 


Time Spent With Television 
(Per Home Per Day in hours) 




















1953 | 1954 | 1955 | 1956 | 1957 

Jan. | 576 | 77 | sai | 02 | 07 
Feb.| 544 | 535 | sao | 603 | 501 
 Mar.| 533 | 520 | 525 | 557 | 5.43 
~Apr.| 488 | 471 | 493 | 521 | 5.60 
May [azz | ser | 4is | 435 | 454 
alan ae se ae ae 
july | 367 | 368 | a2 | 300 | 301 
Aug. e's | 3.90 | ssa | aos | aus 

~ Sept.| 4.20 | 438 | 428 [ 443 | 457 
Oct. az | 40 | 4a | 507 | 5.45 
Nov. | 5.03 | 540 | 561 | 561 | 5.85 
Dee. | 5:19 | 546 | 554 5.65 | 6.00 
Aver.| 467 476 | 485 5.01 5.16 
(4:40) (4:46) (4:51) (5:01) (5:09) 


Source:| A. C. Nielsen, TvB 


The Miss America Pageant 


viewers, CBS-TV reports 





1958 
6.10 
6.11 
5.86 
5.60 
4.24 
4.28 
4.17 
4.05 
4.38 
4.96 
5.39 
5.78 


5.08 
(5:05) 






reached an audience of 51 million 





since average selling price at that time 


was $299. 


Since 1955 set production has de- 
clined slightly each year: in 1956 it 
amounted to 7.3 million for a retail 
value of $1.4 billion; in 1957 it 
amounted to 6.4 million for a retail 
value of $1.2 billion, and in 1958 it 
amounted to 5.3 million for a retail 
value of $1.1 billion. 

These translated into 
meaningful terms for the tv advertiser, 
show that in 1958 a new tv home was 
created every 14 seconds. This in- 
credible figure, however, is a slower 


statistics, 


increase than that estimated last year, 
when a new television home was cre- 
ated every eight seconds. 

Many homes, of course, have more 
than one set, and TvB estimates that 
10.3 per cent of the television homes 
today own more than one receiver. 
As portable sets become more popular, 
and when color television becomes 
more in demand, this figure will 
probably increase considerably. 

Color television has been one new 
factor which has not developed in the 
astounding way the rest of the medi- 


um has. Although its growth has been 
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Biggest audience for a World Series game was 54 million persons, NBC-TV estimates 


slower, it has been constant (see chart: 
Number of Color Receivers). In Jan- 
uary of 1955 the number of color sets 
in the entire country numbered less 
than 10,000. Within a year this fig- 
ure jumped to more than 44,000, and 
by January 1957 had climbed to 175.,- 
000. On Jan. 1, 1958, there were 
275.000 color sets 


in circulation, 






jumping to 435,000 in January of 
this year. 

The pattern of sets in use varies of 
course from year to year, but even 
in 1958 the climb continued for both 
morning and evening. A few months 
dropped below the previous year, but 
last year’s over-all average was above 
1957. Thus, homes using television 





Programs Reaching Various Size Audiences 


Homes Delivered 1953 1954 


Over 10 million 9.6% 
5 to 10 million 42.3 43.9 
3 to 5 million 148 18.1 


Under 3 million 33.3 22.5 


15.5% 


1955 1956 1957 1958 


21.5% 344% 44.3% 544% 
45.9 43.5 41.2 33.1 
17.8 13.7 9.9 11.0 


14.8 8.4 4.6 1.5 





Number of Programs Reaching Various Size Audiences 


Homes Delivered 1953 1954 
Over 10 million 15 24 


Under 3 million 52 35 





1955 1956 1957 1958 
29 45 58 69 
20 11 6 2 








Nielsen, December 1 Report each year. 
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during the average minute in the 
mornings in 1957 amounted to 3.4 
million, while in 1958 this figure in- 
creased to 3.9 million. Similarly, 


homes using tv during the average 
minute in 1957 evenings amounted to 
19.3 million, and in 1958 20.3 mil- 
lion homes watched television during 
the average minute in the evening. 

In February of 1958 a new record 
was set for average minute evening 
viewing when 23.9 million homes were 
reported by A. C. Nielsen as viewing 
during the average minute during the 
evening. 

Viewing of average network tv pro- 
grams is a more complex picture, al- 
though both daytime and nighttime 
scored increases. The complicating 
factor in the daytime as far as evalu- 
ating average network program view- 
ing is ABC-TV’s debut in October with 
a full daylight schedule. From that 
month through December monthly 
averages fell off slightly from 1957. 
But yearly averages for daytime net- 
work viewing by home continue to 
rise: in 1955 it was 2.2 million; in 
1956 it was 2.7 million; in 1957 it 
was 3.0 million, and in 1958 it rose 


to 3.1 million. 

Daily total of home hours of view- 
ing in 1958 climbed to a new high of 
265,350,000, an increase of 26,799,- 
000 hours over the 1957 figure of 
238,551,000 home hours of daily view- 
ing. 

Homes reached by the average 
nighttime program by the month in 
1958 increased considerably. Thus, the 
year’s average works out to 8.9 million 
homes, as compared to 8.3 million 
homes reported by Nielsen in 1957. 
Last year every month but November 
exceeded the figures set by each month 
in 1957, and in February of 1958 a 
new high was recorded—10.1 million 
homes were reached by the average 
nighttime network program. 

The above figures indicate, certain- 
ly, that television is still a growing 
medium, but they also illustrate that 
in many areas it has just about reached 
maturity as an advertising tool. What 
does this mean to the advertiser? It 
means that the new-found stability 
will result in fewer phenomenal rate 
increases, although rates will proba- 
bly continue to rise as the number of 


television homes rises. In this respect, 


it is interesting to note that although 
penetration averages out over the na- 
tion to 86 per cent today, there are 
many regional differences. 

Thus, in the northeast 91 per cent of 
the homes own television sets, but in 
the south only 76 per cent of the homes 
are television homes. In the east cen- 
tral region the figure is 89 per cent, 
and in the west central region it is 
86 per cent. The Pacific region also 
has room for growth, since just 86 
per cent of homes own television sets. 

Another significant development in 
television can be seen in the chart: 
Programs Reaching Various Size 
Audiences. In 1953 only 9.6 per cent 








Advertiser Expenditures in 
Television by Years 
Figures include time, 

talent and production costs 


($ Millions) 
1949 





7.8 


5 





1950 170.8 
1951 332.3 
1952 453.9 
1953 606.1 
1954 809.2 
1955 1,025.3 
1956 1,206.7 
1957 1,290.9 
1958 1,394.0 


Source: McCann-Erickson. 1958 TvB 
estimate. 


of programs delivered more than 10 
million homes, and 33.3 per cent de- 
livered under three million homes. 
The chart graphically illustrates how 
this gap was slowly bridged, how a 
middle ground was struck, and how 
finally the great majority of programs 
now deliver over 10 million homes. 
In 1957 44.3 per cent of programs 
reached more than 10 million homes, 
while only 4.6 per cent reached under 
three million homes. Last year wit- 


(Continued on page 70) 
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Huge company. 


A 32, Charles Luckman was named 
president of Lever Bros., USA. 
His salary was a reported $300,000 a 
year, plus bonuses. He was a highly 


publicized and oft-quoted wonder boy 
of business, and when you read “Lever 
Bros.” it was usually contained in a 
parenthetical . phrase following his 
name. 

One of his early decisions as chief 
executive officer was to junk Lever’s 
new vitamin line, Vimms. 

“The public thinks of vitamins as 
a medical product,” said the young 
business savant to an eager press. 
“Now if vitamins cured headaches or 
something, we'd stay in there and sell 
the hell out of them.” 

That was 1946. Last year a medical- 
ly inclined U. S. public swallowed 
$350 million worth of vitamins (i. e., 
they shelled out that much at retail). 
That is $150 million more than Lever 
Bros. grossed in 1946. 

The moral here might be that $300,- 
000, plus bonuses, is no guarantee of 
executive omniscience. 

It should be remembered, however, 





Jan Murray’s Treasure Hunt 
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The secret word is salesmanship 


finds television best medium to 


that young Mr. Luckman was the man 
who selected, from a dozen ap- 
proaches, the simple yet effective ad- 
vertising pitch that Pepsodent makes 
teeth brighter. And Pepsodent divi- 
sion ad executives, along with agency 
men from Foote, Cone & Belding, re- 
turned to that very approach recently 
with their highly profitable wondering 
about where the yellow went. 

(It is interesting to note that Lever’s 
relatively new candy-cane toothpaste, 
Stripe, is being stumped hard via tv 
commercials as containing just about 
everything good for you but vita- 
mins. ) 

The youthful president was also the 
author of the sage comment: “Broad- 
casting the Boston Symphony 
wouldn’t sell much soap for Lever.” 

If this observation is not remem- 
bered around Lever today, it is at 
least a subconscious programming 
guide. In network television, Lever’s 
closest buy to the Boston Symphony 
is ABC-TV’s smiling man with the 
10 magic elbows, Liberace. The com- 
pany has nearly a score of daytime 


4 


Ilka Chase, Carl Reiner and Paul Winchell Keep Talking 






Lever for Lever 


move everything from soap to salad oil 


sponsorships, practically all of them 
quiz and audience-participation. If 
this five-day spread of shows in the 
sunshine hours were any frothier, it 
might well dissolve in the outer air be- 
fore reaching the home set and that 
most docile receptacle of entertain- 
ment and product cajolery, the house- 
wife. 

Lever also has eight nighttime 
shows, mostly on an alternate basis. 
They include Keep Talking, Father 
Knows Best, one-third of Rawhide (the 
hour show that replaced Jackie Glea- 
son and another half-hour strip which 
moved to another night), Lux Play- 
house, Gale Storm and Have, Gun Will 
Travel, all CBS-TV; You Bet Your 
Life and The Price Is Right, NBC-TV. 

Mr. Luckman is also credited in 
some quarters with the discovery of 
Bob Hope back in 1937 when the 
comedian went on the air for Pepso- 
dent (Lever bought Pepsodent in 1944 
when Mr. Luckman was president). 
And, in fact, the radio shows of Lever 
(and Pepsodent) are more easily 
brought to mind today than the com- 


pany’s sponsorships in swift-changing 
and ever-shifting tv. There were Mr. 
Hope, Bob Burns, Amos ’n’ Andy, In- 
ner Sanctum, Aunt Jennie and the 
Lux Radio Theatre, whose weekly 
glamour guest received the then al- 
most unheard-of sum of $15,000 a 
week. 

Mr. Luckman left Lever Bros. in 
1950 on the brink of a turbulent dec- 
ade. In less than 20 years, he had gone 
from: line salesman to the head of one 
of the nation’s big-three soap compa- 
nies. A depression-years graduate with 
a degree in architecture, he returned 
to that profession and is now putting 
up buildings in Los Angeles. 

Mr. Luckman’s departure signaled 
Lever’s move to the glass edifice at 
390 Park Ave. in New York (the com- 
pany had headquartered in Cam- 
bridge, Mass., for many years, then 
moved to a building in downtown 
Manhattan before building at the pres- 
ent location). It also signaled the be- 
ginning of relatively hectic times. 

From 1913 to 1946 (the year Fran- 
cis A. Countway retired as president) , 
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Lever had moved along steadily 
from a $1l-million gross to $200 mil- 
lion. But in the expanding *40s and 
*50s vast sums were diverted to pur- 
chase Pepsodent, Good Luck marga- 
rine, Monsanto’s All detergent, and 
Harriet Hubbard Ayer (later unload- 
ed). This meant limited promotion 
budgets for several leading brands. 
Consequently, Lever’s competition, the 
giant Procter & Gamble, spending 
heavily and wisely, pulled well ahead 
in important product categories. Tide, 
Crisco, Ivory soap and other P&G 
products firmed consumer franchises 
that have been difficult to crack. 
Today, however, Lever is taking 
quiet pride in recent accomplishments 
on the new-product front. And, un- 
deniably, the acquisitions above men- 
tioned have provided production fa- 
cilities for much of the diversification. 
In the mid-’40s the company’s brands 


included Lux, Lifebuoy, Rinso, Spry, 
Swan and Lipton’s tea and noodle 
soup (by 90-per-cent ownership) . To- 
day there are 21 national brands, 
most of them backed with all-out ad- 
vertising and most of them represent- 
ing innovations in packaging and 
merchandising methods. 

The first of the new brands, and a 
bright example of Lever’s current tac- 
tics, was Lux Liquid detergent. The 
packaging switch was to put the new 
detergent in handy, attractive tin cans. 
This was a score on P&G’s Joy, then 
out in glass bottles, and before the 
competition got around to imitation, 
Lux had moved ahead and at last re- 
port was still topping the market. 
then new products 
poured forth from Lever’s labora- 


Since have 
tories. Dove, the detergent bath bar 
with cold cream; Imperial, a premi- 
um-priced margarine, and Stripe are 


among those already in national dis- 
tribution. Others out of the labs and 
in various stages of market-by-market 
promotion include Breeze, Gayla, 
Hum, new Lifebuoy, Lucky Whip, 
Praise, Shield, Wisk, Air-Wick 


cently bought up and diversified) and 


(re- 


Handy Andy, an all-purpose detergent 


cleanser aimed to compete with 


Lestoil. 
In measuring what Lever’s new- 


product philosophy has meant to ad- 


vertising, and to tv in particular, the 
annual trade totals become significant. 
In 1955 the company was spending 
$22 million in the major media. By 
1957 the company’s outlay had almost 
doubled to $42.7 million. To measure 
tv’s role, the breakdown shows $16,- 
297,289 going to network and $7,- 


642,980 going into spot, considerably 


better than half of the total advertis- 


ing budget for the year. 


American Bandstand sells the teen-age market for Lever 


eu. 
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And since °55, Lever’s expansion as 
a spot tv spender has been spectacular. 
In the fourth quarter of 1955 (the 
first report on spot totals from the 
Television Bureau of Advertising) , 
Lever ranked 52nd in the nation with 
$344,100. The next year the company 
jumped to 13th place with a total of 
$4,535,000. In °57 it was seventh 
with more than $7.5 million. Last 
year—with reports on the first nine 
months in—Lever was second only to 
P&G. The three-quarter total is more 
than $13 million. 

To get an idea of the scope of 
Lever’s current spot activity, here’s a 
brief rundown on products and mar- 
kets in the last half of 1958: 

© Stripe—a nationwide campaign 
covering stations in 35 states. 

¢ Lux Liquid—more than 30 states, 
with emphasis on New York, the mid- 
west, the southeast and far west. 


¢ Lucky Whip—on stations in 26 
states in the east, midwest and south 
and as far west as Colorado. 

e Praise (toilet soap)—some 30 
markets, with Florida, Illinois, Indi- 
ana, Kentucky, Missouri, Ohio and 
Pennsylvania figuring big, and con- 
centrated campaigns under way in 
Charleston and Houston. 

© Lipton Tea—heavy campaign in 
more than 30 states. 

¢ Imperial margarine—some 45 
markets scattered from Fresno to 
Bangor (excepting the south). 

e Breeze—more than 60 markets in 
28 states. Concentrated campaigns in 
California, Florida, New York, Texas 
and Virginia. 

@ Handy Andy detergent (all pur- 
pose) —Washington, D. C., Chicago, 
Rockford, Rock Island, South Bend, 
Cedar Rapids, Davenport, Waterloo, 


Baltimore, Cleveland and Harris- 
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Paladin pitches Lifebuoy, Wisk 


Bert Parks on weekday County Fair 


burg; also Virginia and West Vir- 
ginia markets (following, in a great 
many instances, markets opened up 
by Lestoil). 

© Good Luck—-saturation cam- 
paigns in California and Florida; also 
Thomasville, Ga., Toledo, Bellingham, 
Wash., and Philadelphia. 

¢ All—Honolulu, Salisbury, Md., 
and Toledo. 

There were also small campaigns 
going for Surf, Swan and Wisk, and 
the old standbys, Lux toilet soap and 
Pepsodent, were getting attention. 

The above listing also serves to 
show the diverse geography in Lever’s 
market-by-market modus operandi. 

The pay-off in the new products 
and new approach at Lever is reflected 
in the release of gross sales figures for 
1957. The figures reflected more than 
profit. They reflected the company’s 

(Continued on page 68) 
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Like the new 














shows? 





Most viewers find them 


as good or better than older ones, 


according to Pulse 









f anyone in the video industry is 

not aware of it by now, once again 
a survey taken for TV AGE by The 
Pulse, Inc., has produced the follow- 
ing fact: 

Two distinct television audiences 
exist—the professional critic and the 
“average viewer’—and what one 
thinks has little bearing on the other’s 
opinions . . . sometimes. 

Take the view of the over-all 1958- 
59 season which got under way last 
fall, for instance. Columnists by the 
hundreds denounced it (some, before 
it even opened) as a downward step 
from previous years. 

And the public reaction? Accord- 
ing to 1,000 “typical” men and women 
viewers, the new season is as good as 
— if not overwhelmingly better than 
—those preceding it. As shown in 
survey question 1, 462 persons found 
the new programs “about the same” 
in quality as any seen in the past few 
years; 300 persons believed the new 
shows better; only 238 thought they 
were “not as good.” 

Survey respondents were presented 
with a list of 38 new shows premier- 
ing last fall and were asked four ad- 
ditional questions about their view- 
ing habits. To avoid respondent fa- 
tigue, the list was divided into two 
groups of 19 titles each, with 250 men 
and 250 women answering to each 
grouping. 

Question 2 served simply as a rat- 
ing system, giving the highest audi- 
ence figure to Desilu Playhouse in 
group A, followed closely by Milton 
Berle and Garry Moore. In group B, 
the largest audiences were credited to 





QUESTION 1: What is your opinion 
of television programs you now 
watch compared with programs pre- 
sented during the past few years? 
Do you think this year’s programs 
(that is, those aired in the past month 
or so) are better, about the same, or 
not as good as those you watched in 
previous years? 


# % 


Better 300 30.0 
About the same 462 46.2 
Not as good 238 23.8 


Total respondents 1,000 100 
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QUESTION 2: Here’s a list of some television programs that are new this 
. that is, they've been shown for the first time on television some 


time during the past two months. Which if any, of these have you watched? 


Group A + % 
Texan 212 42.4 
Peter Gunn 191 38.2 
Ann Sothern Show 274 54.8 
Desilu Playhouse 309 618 
U. S. Marshal 165 33.0 
Arthur Godfrey 175 35.0 
George Burns 202 40.4 
Rifleman 194 38.8 
Naked City 181 36.2 
Garry Moore Show 287 57.4 
Pursuit 138 27.6 
Milton Berle Show 294 58.8 
Donna Reed Show 113 22.6 
Bat Masterson 208 41.6 
Patti Page Show 108 21.6 
Ed Wynn Show 150 30.0 
Yancy Derringer 124 24.8 
Conceniration 166 33.2 
Behind Closed Doors 119 23.8 
Total responses 3,719 743.8 
Total respondents 500 
Group B eS  & 

Rough Riders 88 17.6 
Your Hit Parade 208 41.6 
Ellery Queen 182 36.4 
Walt Disney 208 41.6 
Jackie Gleason Show 286 57.2 
Man With A Camera 60 12.0 
Lux Playhouse (alt. wks.) 219 43.8 
77 Sunset Strip 110 22.0 
This Is Alice 50 10.0 
Man Without A Gun 132 26.4 
How To Marry A 

Millionaire 160 32.0 
Wanted—-Dead Or Alive 113 22.6 
Steve Canyon 139 27.8 
Cimarron City 183 36.6 
Sammy Kaye Show 131 26.2 
Brains & Brawn 139 27.8 





Jackie Gleason, with Lux Playhouse 
next, and Walt Disney and Your Hit 
Parade tied for third position. 

Of these six top-rated shows, four 
were dismissed as no more than aver- 
age by most of the professional critics. 
(Disney and Hit Parade received gen- 
erally favorable notices, although 
neither program is technically “new.” ) 

The three lowest-rated programs in 
terms of immediate viewing were 


Small World 336.6 
Northwest Passage 148 29.6 
Lawman 133 26.6 
Total responses 2,722 544.4 


Total Respondents 500 


(group A) Behind Closed Doors, 
Donna Reed Show and Patti Page; 
(group B) Man With A Camera, This 
Is Alice and Small World. The reac- 
tion from the critics on these shows 
was also fairly negative, with Edward 
R. Murrow’s conversation-piece gain- 
ing a few affirmative nods, and Patti 
Page receiving scattered applause for 





QUESTION 3: Of these programs you've watched, which ones do you think you'll 
continue to watch fairly regularly? 


Texan 

Peter Gunn 

Ann Sothern Show 
Desilu Playhouse 
U. S. Marshal 
Arthur Godfrey 
George Burns 
Rifleman 

Naked City 

Garry Moore Show 
Pursuit 

Milton Berle Show 
Donna Reed Show 
Bat Masterson 
Patti Page Show 
Ed Wynn Show 
Yancy Derringer 
Concentration 


Behind Closed Doors 


Rough Riders 

Your Hit Parade 

Ellery Queen 

Walt Disney 

Jackie Gleason Show 

Man With A Camera 

Lux Playhouse (Alt. Wks.) 
77 Sunset Strip 

This Is Alice 

Man Without A Gun 


How To Marry A Millionaire 


Wanted—Dead Or Alive 
Steve Canyon 

Cimarron City 

Sammy Kaye Show 
Brains and Brawn 
Small World 

Northwest Passage 
Lawman 


Group A 
Will watch Will not watch Don’tknow Total 

%o Jo Jo %o 
85 ll 4 100 
87 11 2 100 
89 8 3 100 
90 7 3 100 
90 4 6 100 
68 24 8 100 
88 10 2 100 
92 6 2 100 
86 8 6 100 
87 9 4 100 
87 9 4 100 
76 17 7 100 
83 12 5 100 
8&8 9 3 100 
&8 6 6 100 
77 18 5 100 
87 10 3 100 
89 9 2 100 
27 10 3 100 
Group B 

83 14 3 100 
7 23 1 100 
82 17 1 100 
95 4 l 100 
83 16 l 100 
7 20 2 100 
93 6 i 100 
83 15 2 100 
68 32 -- 100 
85 14 1 100 
70 29 l 100 
85 14 l 100 
&8 ll 1 100 
&8 ll l 100 
74 24 2 100 
63 35 2 100 
79 21 — 100 
88 10 2 100 
89 10 ] 100 
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Group A 
Texan 
Peter Gunn 


Ann Sothern Show 
Desilu Playhouse 
U. S. Marshal 
Arthur Godfrey 
George Burns 
Rifleman 

Naked City 

Garry Moore Show 
Pursuit 

Milton Berle Show 
Donna Reed Show 
Bat Masterson 
Patti Page Show 
Ed Wynn Show 
Yancy Derringer 
Concentration 


Behind Closed Doors 


Group B 


Rough Riders 

Your Hit Parade 

Ellery Queen 

Walt Disney 

Jackie Gleason Show 

Man With A Camera 

Lux Playhouse (Alt. Wks.) 
77 Sunset Strip 

This Is Alice 

Man Without A Gun 

How To Marry A Millionaire 
Wanted—Dead Or Alive 
Steve Canyon 

Cimarron City 

Sammy Kaye Show 

Brains and Brawn 

Small World 


Northwest Passage 





Lawman 
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31 
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QUESTION 4: Which programs did you enjoy most? 


Fairly 
Well 
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her personal talent. 
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Rifleman (group A.) Even larger was 


The public, however, made up itsthe percentage (95) of persons feel- 
own mind, as evidenced in questionsing the same way about Walt Disney 
3 and 4. Advertisers interested only(group B.) Only one per cent of its 
in huge audience figures might bene-viewers disliked the western, and no 
fit from the knowledge that the high-one, according to Pulse, was against 
est percentage (92) of persons hav- Disney. 
ing seen a program, having liked it 


In terms of audience shares, though, 


and intending to watch it regularlyRifleman was eighth of 19 programs. 
in the future made up the audience ofwhile Disney was third behind Glea- 






son and Lux Playhouse. 

Among the other “best-liked and 
will watch in future” shows in group 
A were Desilu Playhouse and U. S. 
Marshal, showing again that the low- 
budget half-hour can please its audi- 
ence equally as well as the expensive, 
star-studded production satisfies its 
viewers. 

Group B’s other productions that 
would be watched in the future by 
the largest percentages of their initial 
audiences were the Lux show, Law- 
man, Steve Canyon and Cimarron 
City. 

The “new” Arthur Godfrey Show 
(before his recent change to a con- 
versational format) topped the A- 
group list as the program least liked 
and with least chance of being viewed 
again. Runners-up for the dubious 
distinction of displeasing the largest 
groups were Ed Wynn and Milton 
Berle. 

Similarly, in group B, the greatest 
percentage of viewers with a “didn’t 
like” vote cast it for Brains and Brawn, 
with This Is Alice not far behind. 

About the only prestige program 
in the entire line-up, Small World 
succeeded in attracting the smallest 
audience. Nearly 80 per cent of its 
viewers, though, said they’d tune in 
regularly. 

Among programs not yet viewed, 
the greatest percentages of respond- 
ents intended to watch Desilu Play- 
house, Garry Moore, Lux Playhouse, 
George Burns and Milton Berle. Good- 
sized numbers planning to watch 
Concentration, Ed Wynn, Pursuit 
and Jackie Gleason are out of luck 
after a flurry of year-end cancellation 
activity. 

Finally, the Pulse survey shows that 
although the early audiences of each 
program differed greatly in size— 
with such factors as lead-in, star name 
and amount of promotion obviously 
influencing the viewer’s choice—an 
“average” 81 per cent of the audi- 
ences which watched any of the new 
programs enjoyed them and intended 
to watch fairly regularly in future 
weeks. While you can’t please all of 


the people all of the time, as wise men 
have often remarked, producers would 
agree four-fifths of the audience isn’t 
far off the mark. 
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Box-office builder 











Live spots sell for theatre chain on KMTV 


MM" of the nation’s movie thea- 
tres last year, it has been noted, 
built their box-office “takes” in the 
face of dwindling audiences by the 
simple method of raising admission 
prices. A more satisfactory method 
which increased both dollar volume 
and audience size is that adopted by 
the Cooper Foundation Theatres chain 
in Nebraska and Iowa. The Cooper 
plan is based on organized, steady and 
intriguing promotion on television. 

While movie theatres often use tv 
advertising on an in-and-out basis to 
promote special pictures, holiday 
fare, etc., Cooper manager Phil 
Keough has a year-round contract 
with kKmtv Omaha which calls for a 
minimum of 18 spots and a 15-minute 
show per week. 


June 1958 was the starting date on 
the campaign. “The results,” says Mr. 
Keough, “have been spectacular 
enough so that pictures we've adver- 
tised drew a much larger gross than 
in cities of similar size. For instance, 
Imitation General did $3-4,000 busi- 
ness in other cities of Omaha’s size; 
in Omaha, backed by the KMTV ad- 
vertising, the picture did $6,000 the 
first week. Another example—The 
Reluctant Debutante grossed $7,000 
in its first week in Omaha; in com- 
parable cities its gross was $3-5,000.” 

The well-planned ad program used 


by Cooper Theatres is the result of 
close cooperation between the KMTV 
staff and its client. Once each week, 
account executive Bill Hughes, direc- 
tor Galen Lillethorup and Mr. Keough 





Nebraska-lowa 


movie theatre chain 
finds television 


increases audiences 


screen upcoming films to uncove1 
copy and art ideas for use on the air. 

Using a line installed by KmtTv for 
the purposes, recordings are made of 
the entire soundtracks of the films. 
From trailers furnished by the film 
distributors, 35mm and rear-projec- 
tion slides are prepared. Most of the 
Cooper spots are minutes, although 
20 seconds are used periodically. 
Combining the slides with segments 
of the recorded dialogue re-taped with 
appropriate narration by a staff an- 
nouncer, KMTV produces a package 
tailor-made to the theatres’ needs. 

“Family appeal” is the one com- 
mon denominator of all Cooper ad- 
vertising. Sex and violence are dis- 
carded from press books and national 
publicity themes. Similarly, the thea- 
tres and the station change availabili- 
ties to fit the movies involved. Chil- 
dren’s films are promoted on kid 
shows, adult-film spots go in the late- 
night Jack Paar Show, etc. “Often,” 
notes Mr. Keough, “by selling the kids 
in the afternoon, we build more ac- 
ceptance among adults for coimmer- 
cials presented at night.” 

With theatres in downtown and 
suburban Omaha, Council Bluffs and 
Lincoln, the chain usually promotes 
three movies each week, although 
some weeks have seen as many as six 
films included. The flexible schedule 
enables extra impetus to be placed 
where needed on short notice. 

Entertaining promotion is fur- 
nished by Cooper’s 15-minute Sun- 

(Continued on page 69) 
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Camera 


QUOTE 


game clicks 


Viewer interest 


soars as a result of 


Polaroid contests 


“Bp allyhoo the fact your statien 
is going to run a mail con- 
test. Let everyone know its simple but 
challenging format and rules. Tell 
them all about the prizes. But don’t tell 
anyone what times of day your tele- 
casts of the contest clues will be aired. 
That way, people have to keep tuned 
to your channel, and the home audi- 
ence figures soars—exactly the pur- 
pose of your contest-promotion.” 
“That’s what our station did twice 
this fall (four weeks and three weeks, 
respectively), and we enjoyed an 
amazing response for this area,” 


Answers pour in 


TO CLICK. 


“Tw. tt tT 


KETV announcer Jim King adds a clue 


states vice president and general man- 
ager Eugene S. Thomas of KETV 
Omaha. “In seven weeks we drew 
close to 40,000 pieces of mail, and 
really kept the post office people busy 
because winners were based on earliest 
postmarks.” 

Known as “Quote to Click,” the 
contest was based on a game KETV 
promotion manager Robert S. Coats 
had played as a youngster. The object 
was to identify familiar sayings, such 
” by associating 
horizontal dashes with the letters in 


as “love is_ blind, 


each word. 

“Both Mr. Thomas and I felt the 
game was unusual enough to attract 
attention, but we further wanted a 
prize and name for the promotion 
that would create a storm,” says Mr. 
Coats. “We finally selected Polaroid 
Land cameras as ‘prestige’ 
Four of the $72.75 cameras were given 
away each week the first time the pro- 
motion was staged (Sept. 1 to 30). 
The remaining nine were given away 
on the second go-around (Nov. 6 to 
22). “Using the cameras enabled us 
to tie in the contest format with the 
prizes; in fact, it was the basis of the 
name: ‘Quote to Click.’” 

“People in this part of the country 
ordinarily aren’t ‘contest-happy,’” 
Mr. Thomas says. “Last spring we 
offered a free package of flower seeds 


to any viewer who wrote in asking for 


prizes. 


them. That promotion drew some 19,- 
000 responses, and was the most suc- 
cessful one we had staged up to then. 
‘Quote to Click” more than 
doubled that figure.” 

In running the contest, KETV se- 
lected a common expression—like 
“in God we trust”’—and “spelled it 
out on a large blackboard in the 
studio, substituting horizontal dashes 
for the letters. The dashes were sepa- 
rated into word sequences by vertical 
lines, and the blackboard was shown 
to viewers four or five times daily. The 
first time the saying was shown, the 
last letter of the last word was re- 
vealed, such as: --- 
before beauty). 

Announcer Jim King, standing in 
front of the blackboard, pointed out 
how many words the expression con- 
tained (usually four or five), then 
reached into a fish bowl and pulled 
out a slip of paper on which was 
written one letter of the alphabet. He 
read the letter aloud, and if it ap- 
peared in the motto, he wrote it in 
the proper place. If it didn’t, then no 
clue letter was given at that time. The 
sayings were changed every two or 
three days. 

“To strengthen the promotion’s 
end result—a boost in our number of 
home viewers—we decided against 
scheduling the one-minute spots for 

(Continued on page 68) 
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Film Report 


FILMS FOR AMERICA 

It appears as though American tele- 
vision stations have become the nat- 
ural outlets for British motion-pic- 
ture producers. In recent weeks three 
distributors have announced the re- 
lease of new movies for television, and 
the films all have one thing in com- 
mon: they were made in England. 

ABC Films has released “Festival 
35,” a group of 35 features from the 
J. Arthur Rank Studios, most of which 
are of post-’48 vintage. Titles include 
A Queen Is Crowned (with Sir Law- 
rence Olivier), A Run For Your 
Money (with Sir Alec Guinness) and 
It Started in Paradise (with Kay 
Kendall). 

National Telefilm Associates has ac- 
quired British films, and they are also 
predominantly of post-'48 vintage. 
The features will be released in a pack- 
age of 39 sometime this spring, and 
titles include Last Holiday (with 
Guinness), No Place With Jennifer 
(with Leo Genn) and Laughter In 
Paradise (with Alistair Sim). 

Meanwhile, Show Corp. of America 
has announced a policy of releasing 
a “continuing flow” of recent features 
to television. Latest acquisition: a 
British film, Wee Geordie, starring 
Alistair Sim and Bill Travers. 
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These and other British features 
will hardly satiate television’s appetite 
for film, but Hollywood’s policy of 
“hold the line at ’49” appears to have 
had one important political repercus- 
sion: it has made television program- 
ming more international. Oliver A. 
Unger, NTA president, puts it this 
way: “As Hollywood has not been 
able to resolve the problem of the post- 
°48 feature films, we have turned to 
our English friends . . . ” 


TAPE 

CBS Films has made its first im- 
portant move in the videotape field. 
Robert Herridge, producer of Cam- 


FILM SUCCESS 


mong the many satisfied sponsors 
of CBS Films’ Whirlybirds is a 
meat-products concern in Roanoke, 
which has just renewed the program 
for the second consecutive year. Edgar 
Thurman and Walter Lipes of Green 
Hill, Inc., have nothing but praise for 
the adventure series, and are con- 
vinced it is an excellent vehicle for 
selling their products. 

The company, which co-sponsors 
Whirlybirds over wsts-tv Roanoke 
on Tuesdays, 7-7:30 p.m., can point 
to an October-November 1958 Ameri- 
can Research Bureau audience survey 
which gave the series a 40.7 average 
rating over a four-week period—the 
highest-rated syndicated show in the 
market. 

“W hirlybirds has done an excellent 
job for us here at Green Hill,” accord- 
ing to Messrs. Thurman and Lipes. 
“Not only do we credit this to the ef- 
fectiveness of the series, but to the 
superlative sales-service job done by 
WSLS-TV as well. With the kind of 
popularity the series has received in 
this market, we are pleased to have 
renewed on WSLS-TV.” 

Green Hill’s co-sponsor is the Roa- 
noke Loan & Thrift Association. Its 
president, J. E. Rauch, strikes an even 
more optimistic note: “From all in- 
dications, our advertising program 
with use of tv is really beginning to 
take effect, and as a result we have 


era Three, Seven Lively Arts, etc., 
will produce a new series on tape, 
which will be aimed for national sale. 
Production starts immediately, utiliz- 
ing CBS-TV facilities in New York. 
A total of 13 half-hour programs of 
an anthology nature are expected to 


be completed by Aug. 1. 


Cost of producing the taped series, 
says Sam Cook Digges, vice president 
and general manager of CBS Films, 
would be minimal. At least one im- 
portant factor in reducing costs is the 
“Herridge technique,” which has been 
described as imaginative use of in- 
expensive props and other facilities. 


Green Hill Inc. 


every reason to believe that by this 
time next year we will have made 
great strides in developing our indus-} 
trial loan and thrift operations.” 
Whirlybirds’ ratings have main- 
tained a consistently high level. Thus, 
in Milwaukee, over WTMJ-Tv, the 
series earned a 25.9 rating and over 
WCSH-TV Portland, Me., it received a 
32.8. In St. Louis, over KSD-Tv, it was 
awarded a 21.5 rating to become the 
top program for its time slot in that 


market. The above figures are October 
ARB’s. 


Whirlybirds is produced for CBS 
Films by Desilu Productions, and 
stars Kenneth Tobey and Craig Hill 
as two helicopter pilots who run a 
charter service. Nancy Hill is featured 
as their secretary and Girl Friday. 
A total of 33 new episodes go inte 
production this month. 
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LARAINE DAY, GARY MERRILL, 

PAT HINGLE, CLIFF 

KEENAN WYNN, DAVID WAYNE, 

BERT LAHR, JAMES 

_ MARGARET HAMILTON, GENE 
WILLIAM PRINCE, 

EDWARD ANDREWS, LOU NOVA, 

PATRICIA SMITH, 

BIFF McGUIRE, BOB PASTENE, 

& OTHERS MEET 





L, DARRYL HICKMAN, 

=F ROBERTSON, NANCY COLEMAN, 

E, ARTHUR KENNEDY, 

ES MITCHELL, JOSEPH WISEMAN, 

VE LYONS, =——«GENE SAKS, 
KIM HUNTER, MONA FREEMAN, 

/A, TIMMY EVERETT, 

rH, MIKE KELLIN, ISOBEL ELSOM, 

13 CHARLES DRAKE 

ET ON GBS FILMS’ 








“RENDEZVOUS” 


is the most / nportant dramatic series 
ever preseined for first run syndication — 
the chance of a lifetime for local and 
regional advertisers to get a network- 
quality showcase for their products. 


On “Rendezvots;’ intrigue, romance and 
drama meet ...in 39 new half-hours 
based on stories by such distinguished 
authors as Stephen Vincent Benet, John 
Hersey, Reginald Rose, Dylan Thomas. 


No expense has bee» spared. The series 
_. . stars one of the most brilliant casts 
in television. It's produced by MGM's 
| tamous Edwin Knopf (Lili, The Valley 
4 of Decision) and Broadway’s Howard =~ 
' Erskine (The Desperate Hours and The ~ 
Happiest Millionaire). And directed by 
such talents as Dan Petrie (DuPont 
Show of the Month) ... Richard Whorf 
(Gunsmoke) ... Fielder Cook (Patterns). 
|. Major advertisers—Rheingold Beer, 
see for instance—-are buying “Rendezvous” 
4 Se regionally .. -and markets are going 
ae fast. To reserve yours, r.5.V.p. 


“4... the best film programs for all stations” 
New York, Chicago, Los Angeles, Detroit, 
Boston, San Francisco, St. Lowis, Dailas, 
Atlanta. In Canada: S. W. Caldwell, Ltd. 














roll-overs in switching from tape to 
live tv, according to a claim made by 
the web. The new device locks indi- 
vidual synchronizations of live and 
tape signals, thus making instantane- 
ous switching possible from one to 
the other. 


MGM-TV MOVES IN TV 

MGM-TV will place at least seven 
new half-hour pilots before the cam- 
eras in the next three months, accord- 
ing to Sol. C. Siegel, studio head. The 
company’s expansion in television has 
been variously interpreted, and one 
general conclusion has been arrived 
at: it is ready to move into syndica- 
tion of half-hours. 

This theory is supported by still 
another move: the appointment of 


MR. SIEGEL 


George Shupert, president of ABC 
Films, as vice president in charge of 
tv for MGM. Mr. Shupert, who re- 
places Charles (Bud) Barry (now 
head of the NTA Film Network), has 
a long and successful background in 
the television film business. Mr. Sie- 
gel, in announcing MGM’s expanded 
production program, said the deci- 
sion was the result of months of anal- 
ysis. He has taken personal charge of 
developing the tv program. 

Programs are: Jeopardy, The Mc- 
Gonigle, Johnny Eager, You’re Only 
Young Once, Amigo, Father of the 
Bride and Maisie. 


SALES... 

MCA TV has chalked up the second 
regional deal for its new syndicated 
adventure series, SA 7. Latest sale of 
the program, produced by Revue 
Productions and_ starring Lloyd 
Nolan, is to Genesee Brewing Co. for 
eight upstate New York markets. The 
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AC Spark Plugs © D.P. Brother & Co. Esso Imperial Gasoline « MacLaren Advertising 


ELEKTRA FILM PRODUCTIONS, INC., New York 
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KLAEGER FILM PRODUCTIONS, New York 
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sale is for 26 weeks, with a starting 
date around March 1... . Sales of four 
ABC Films properties were completed 
in 45 markets in the first three weeks 
of 1959. The box score is as follows: 
The People’s Choice was sold in 17 
markets; 26 Men in 11 markets; The 
Adventures of Jim Bowie in nine mar- 
kets, and Bowling Queens in eight 
markets. 


To date, Screen Gems has sold 
Rescue 8 in more than 145 markets. 
Markets in which the series has been 
sold recently include Baltimore, Min- 
neapolis, Kansas City and Oklahoma 
City. ... MCA TV’s Paramount fea- 
tures have been sold to 28 stations 
since their availability was announced 
last spring. Latest sales were to WDSU- 
Tv New Orleans and wHtn-Tv Hunt- 
ington, W. Va. 

The theme of Thomas Wolfe’s You 
Can’t Go Home Again has little mean- 
ing for sales executives at Ziv. The 
company has done just that with 
Tombstone Territory, which returns 
to ABC-TV sometime in March. The 
program bowed on that network in the 
fall of 1957, but when the original 
sponsor changed his plans this past 
fall, it was dropped. But Lipton Tea 
and Philip Morris have picked it up 
on an_ alternate-sponsorship _ basis, 
and new production on the series be- 
gan at Ziv’s Hollywood studios last 
month. 

MGM-TV feature films and short 
subjects have been sold to 12 stations 
in recent weeks. Four outlets have 
purchased Our Gang comedies, and 
Passing Parade was acquired by KEY-T 
Santa Barbara. Another three stations 
acquired portions of the MGM feature 
library, and options to MGM features 
were picked up by wpsu-tv New Or- 
leans, wTic Hartford, wren Albany 
and KPAC-TV Port Arthur, Tex... . 
United Artists Associated has com- 
pleted still more sales of Warner Bros. 
features and cartoons, as well as 
United Artists feature packages, dur- 
ing the past few weeks. Within one 
one-week period more than 20 sales 
were completed to stations. 

Kellogg’s has purchased Dennis 
the Menace, a new Screen Gems half- 
hour film series, for airing over CBS- 
TV this fall. The contract is for a firm 
52 weeks. The program is based on 





the cartoon character created by 


Hank Ketcham. 


PERSONNEL ... 

Kurt Blumberg has joined United 
Artists Television as administrative 
assistant to Bruce Eells, executive vice 
president, and as manager of syndica- 
tion operations. The move is the first 
the company has made in the direc- 
tion of a syndicated sales force, and 
will probably be followed by other ap- 
pointments in syndication. 





MR, BLUMBERG 

UA-TV, which has gone ahead on 
production of five new 39-episode 
series, must, failing a network or na- 
tional sale, place the unsold programs 
in the market-by-market route, which 
is why a syndicated program sales 
force, under Mr. Blumberg, will un- 
doubtedly he developed. Mr. Blum- 
berg, formerly manager of sales ad- 
ministration and planning for Inde- 
pendent Television Corp., had _pre- 
viously been vice president of Tele- 
vision Programs of America, before 
that company was acquired by ITC. 
He had also been associated with Ziv 
for several years. 

William A. Cornish has joined 
Flamingo Telefilm Sales as director 
of national sales. The post is a new 
one at Flamingo, which heretofore 
had been engaged only in syndication. 
Deadline, a new series being pro- 
duced by Pyramid Productions, has 
been made available for national sale, 
and Flamingo, in association with 
Pyramid, will be producing two new 
series each year for national sale. 

Melvin Danheiser has been ap- 
pointed administrative - assistant to 
Sidney Kramer, director of foreign 
distribution and film coordinator of 
National Telefilm Associates. Mr. 
Danheiser has been associated for 
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some time with RKO Radio Pictures. 
and most recently served as assistant 
foreign sales manager. . . . Barry 
Winton has joined the sales staff of 
Official Films. Mr. Winton, formerly 
with Television Programs of America 
and with Official in its early days, will 
headquarter in Baltimore. 


Robert Klein has joined the syn- 
dicated sales staff of Ziv as an account 
executive for the Pittsburgh area. . . . 
Devery Freeman has replaced Albert 
J. Cohen as producer of Desilu’s Ann 
Sothern Show. Mr. Cohen plans to set 
up his own business as a packager. 
. . » Sig Frohlich has been elected a 
vice president of Fryman Enterprises, 
independent motion-picture and tv 
producing company. Mr. Frohlich is 
in charge of the development of new 
tv film series. 

Fremantle of Canada, Ltd., will 
handle television distribution of all 
Encyclopedia Britannica films. Dis- 
tribution of the films outside the 
United States and Canada has been 
handled by Fremantle International, 
Inc., for the past six years. Trans-Lux 
Television Corp. distributes them 
domestically. 

As part of a general expansion 
move, Dick Lawrence has been ap- 
pointed general sales manager of 
Economee Television Programs, a di- 
vision of Ziv. At the same time, Ken 
Joseph was promoted to national spot 
sales manager. 

With a sales increase of 43 per 
cent over the previous year, and with 
more new properties in distribution 
during 1959, an expanded sales set- 
up became necessary, according to 
Pierre Weiss, general manager of the 
division. Two new account execu- 
tives were named: Bob Lee, formerly 
with Associated Press, and Dan 
Schmidt, formerly with CBS Spot 
Sales. 


COMMERCIAL CUES... 

“Our survey of 1958 tv commercials 
reveals that 42 per cent of them were 
ineffective. Four out of every 10 com- 
mercials failed to ‘sell’ consumers on 
the advertised brand,” according to 
Harold M. Spielman, senior account 
executive of Schwerin Research 
Corp., in an address to the Rochester 
Advertising Club. 
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SOUND MASTERS, INC., New York 
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Mr. Spielman declared that while 
some giant advertisers can hold their 
own, “the smaller advertiser has to 
call his shots with much greater ac- 
curacy. His margin of error is a slen- 
der one.” But an advertiser can pre- 
test his commercials, he pointed out, 
and determine their motivating poten- 
tial before turning them over to the 
time-buyer. 

Gordon Weisenborn has joined 
Fred Niles Productions on a special- 
assignment basis. Formerly film con- 
sultant to Firestone Tire & Rubber 
Co.’s public-relations department, Mr. 
Weisenborn will specialize in the fields 
of industry, documentary and public- 
relations films. . . . Don Gilman has 
joined Filmways, Inc., as art director. 
In his new post Mr. Gilman will de- 





MR. GILMAN 


sign, plan and supervise set back- 
grounds for all Filmways productions. 


...MGM-TV has moved Bob McNear 
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to Chicago as midwest sales represen- 
tative for film commercials. Mr. Mc- 
Near had previously represented 
MGM-TV in the San Francisco area. 

National advertisers are beginning 
to use tape. According to George K. 
Gould, president of NTA’s Tele- 
studios, seven national clients taped 
commercials at that house in recent 
weeks. These include Breck, Florida 
Citrus Commission, Julius Kayser, 
Ltd., Kellogg’s, Newport cigarettes, 
Savarin coffee and Sealtest Dairies. 
. .. Music Makers, Inc., recently com- 
pleted original music for a new tv 
live-action commercial for Ford Mo- 
tor Co. through J. Walter Thompson. 

A conference has been concluded 
between Four Star Films’ Walter 
Bien and UPA vice president Her- 
bert Klynn on coordination of com- 
mercial sales activities between the 
two companies. Others attending were 
Jack N. Silverman, John McKinny 
and Jerry Abbott. 

TV Spots, Inc., has promoted Bob 
Gannon to vice president and general 
manager, following the resignation 
of Bill Bauman. . . . Negotiations are 
under way between Walter Lantz, 
Kellogg’s and U-I regarding produc- 
tion of a new Woody Woodpecker 
teleseries. 

National Brewing Co.’s new Bo- 
hemian Beer commercial has caught 
fire in the Baltimore-Chesapeake Bay 
area. Using graphic copper-plate en- 
graving technique, as well as an ear- 
catching jingle, the spots were pre- 
pared by Quartet Films, which re- 
cently moved into expanded quarters 
at 5631 Hollywood Blvd. 

Playhouse Pictures is submitting 
seven commercials to the Los Angeles 
Art Directors Club’s 14th annual ex- 
hibition of Advertising and Editorial 
Art and Design. 

Ray Patin Productions has created 
several new characters for recent 
commercials. Included are spots for 
Chiffon Tissues (Cunningham & 
Walsh, San Francisco) featuring 
sneeze expert Billy Gilbert; a Laura 
Scudder spot (Mottle & Siteman, Los 
Angeles) with an unusual catchline: 
“My daddy bit a butterfly on the 
patio last night”; a series of spots 
featuring Mr. Ixl, prepared for IXL 


Foods (Compton, San Francisco), 





and a new series for Northwestern Mu- 


tual Life Insurance Co. (Miller, Mac- 
kay, Hoech, Hartung; Seattle), with 
characters and storyboards prepared 
by Irwin Kaplan, nationally known 
magazine cartoonist. 


PROGRAMS... 


Twentieth Century-Fox tv opera- 
tion is getting into full swing under 
new production chief Martin Manulis. 
A total of 13 properties is in various 
stages of preparation for the coming 
season. They are: 

Adventures in Paradise, contem- 
porary South Seas adventure series 
being written by James Michener; 
The Many Loves of Dobie Gillis, 
comedy created by Max Shulman, the 
pilot of which has been completed; 
The Last Frontier, series set in and 
partially scheduled for production in 
Alaska, Art and Jo Napoleon to pro- 
duce, write, and direct; The Peggy 
Lee Show, a musical comedy starring 
the singer; Whodunit, a mystery an- 
thology; Five Fingers, international 
spy series, to be directed by Robert 
Stevens; Mr. Belvedere, being writ- 
ten by Phil Shuken and John L. 
Greene; Helimarines, chronicling the 
exploits of four young Marines; The 
Esther Williams Show, an anthology 
of drama and comedy to be hosted by 
the star; Mark Sutherland, science- 
adventure melodrama; The Gunfight- 
er, a western based on the film of the 
same name; Festival, a 90-minute an- 
thology, and Profile, an hour bio- 
graphical anthology. 

MGM-TV is also stepping up its 
activities, adding the Stark-Layton 
adventure series, Johnny Eager, to 
its schedule, bringing the number of 
pilots it has on tap to seven. 

Four Star Films has sold its new 
anthology series, to be hosted by Da- 
vid Niven, to Singer Sewing Ma- 
chines, one of the sponsors of the 
original Four Star Playhouse. The 
Company also is preparing a detec- 
tive drama, Michael Shayne, for 
Florida production; a new western, 
Stagecoach, and Judy Canova and 


Jeannie Carson starrers. 


First program to be actually sold 
for next season is The Troubleshoot- 
ers, United Artists Keenan Wynn-Bob 
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Produced by Wilbert Productions in 
association with Cinefilm, Inc. Dis- 
tributed by Screen Gems, Inc. Herbert 
B. Leonard, producer; Robert G. 
Walker, associate producer. Stars: 
Jim Davis and Lang Jeffries. Sold in 
approximately 145 markets. 

Sponsors: Include Prince Maca- 
roni, West End Brewing, Weingarten 
Markets, Miles of California (Alka 
Seltzer and One-A-Day vitamins). 

Format: Adventures of a two-man 
rescue team, one of 27 such units at- 
tached to the fire department of Los 
Angeles County. Team is specially 
trained and equipped to respond in- 
stantly and efficiently to every kind 
of emergency that may strike in a 
city of five million. 

Ratings: Going into Class A time 
in many markets. Rated 14th in Pulse 


\ & 


Jim Davis and Lang Jeffries star in 
Rescue 8. 


top 20 syndicated shows for October 
and fifth in top 10 adventure shows. 
Leads (as a new entry of the season) 
in the adventure-show category. 





Mathias starrer, which has been pur- 
chased by Marlboro for network 
airing. 

NBC-TV is making another try at 
getting Fibber McGee and Molly on 
the air. Bill Lawrence will produce. 
..- Revue is prepping a new detective 
series for Rod Cameron, titled Coro- 
nado 9. The actor is presently fea- 
tured in State Trooper, and before 
that was the star of City Detective. 

CBS-TV has two new properties in 
the works. They are Hotel DeParee, 
a western, to be produced by Julian 
Claman and written by Sam Rolfe, 
and Gracious Living, a comedy being 
developed by Norman Krasna. . . 
Jack Webb is working on a new 
newspaper series titled The Black 
Cat. The locale will be San Francis- 
co... . A co-production deal between 
ABC-TV and Bing Crosby Enter- 
prises is resulting in the piloting of 
Lincoln Jones, lawyer-adventure film 
headlining James Whitmore. 

Prowl Car, police-adventure series, 
is being readied by Screen Gems, and 
will probably be aimed at the syndi- 
cated market. . . . Hal Roach is taking 
the western plunge with Outpost, a 
Carl K. Hittleman property; John 
Dehner has been signed by Sheldon 
Reynolds for Appointment with Fear, 
the pilot of which is set for Berlin pro- 


duction, and Nat Holt has inked Scott 
Brady as the star of Shotgun, co-pro- 
duction series with Revue. 

California National Productions 
has begun shooting on three new 
properties — Outpost in Space, The 
Lawless Years and Philip Marlowe. 
All three programs are being pro- 
duced at MGM’s Culver City studios. 
Outpost in Space is a science-fiction 
series, The Lawless Years is a kind of 
documentary of the roaring °20s, and 
Philp Marlowe is based on the fa- 
mous Raymond Chandler novels and 
motion pictures. 


Film Commercials 


ELEKTRA FILM 
PRODUCTIONS, INC. 


Completed: N. Y. Telephone Co. (Yellow 
Pages), BBDO; Standard Brands, Ltd. 
(Royal Pudding), MacLaren; Standard Oil 
Co. of Calif. (Chevron gas), BBDO; Gen- 
eral Motors Corp. (Buick show opening), 
McCann-Erickson; E. I. du Pont de Ne- 
mours & Co., Inc. (carpets, synthetic fiber), 
BBDO; Smith Brothers (cough drops), 
SSC&B; Esso Standard Oil Co. (gasoline), 
MacLaren; George W. Helme Co. (snuff), 
Cunningham & Walsh; Ford Motor Co. 
(Ford cars), JWT; Columbia River Pack- 
ers Assoc. (Bumble Bee tuna), Manoff; 
National Biscuit Co. (Millbrook bread), 
McCann-Erickson; Lever Brothers Co. 
(Lifebuoy) SSC&B; American Telephone & 
Telegraph Co. (show opening), Ayer; Rex- 
all Drug Co. (show opening), BBDO. 

In Production: Sperry & Hutchinson Co. 
(S&H Green Stamps), SSC&B; Standard 
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TV SERVICES 
















TV FILM TRAFFIC, SERVICES 
NE 
1 GETS YOU 10 


One call gets ten years experience in 
solving tv after-production needs. 
CALL COLLECT 


MODERN TELESERVICE, INC. 


New York Chicago Los Angeles 
OX 17-2753 DE 71-3761 WE 3-5674 


TALENT AGENCIES 





FOSTER-FERGUSON 
(Jean & Babs) 
141 East 44th Street, New York 17, N. Y. 
Ukon 6-4330 
A complete service, specializing in crea- 
tive talent for tv. May we screen, from 
our vast resources of actors, models, etc., 
the types to fit your specific need. 


CAMERA EQUIPMENT 

















CAMERA EQUIPMENT CO. 
315 West 43rd Street, New York 36, N. Y. 
JUdson 6-1420 
RENTALS — SALES — SERVICE 
Motion picture and television equipment 
. - « lighting equipment . . . generators 
... film editing equipment . . . processing 
equipment. 


SCREENING ROOMS 


PREVIEW THEATRES, INC. 


1600 Broadway, New York 19, N. Y. 

ClIrele 6-0865 
l6mm, 35mm; magnetic or optical; all 
interlock combinations. Editing equip- 
ment and facilities. Film storage vaults. 
All facilities available 24 hours a day. 






OPTICAL EFFECTS 
AND ANIMATION 


K &W FILM SERVICE CORP. 


1657 Broadway, New York 19, N. Y. 
CIrele 5-8080-1-2 


EFFECTS . . . SLIDE FILMS... 
ANIMATION 
ANIMATION PHOTOGRAPHY 
















TRANSCRIPTION AND 
RECORDING SERVICES 


REEVES SOUND STUDIOS 


304 East 44th Street, New York 17, N. Y. 
ORegon 9-3550 


Complete transcription and film record- 
ing facilities. 
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Pulse Top 10 Comedy Shows for November 













Viewers Per 





















National 100 Homes 
Weighted Tuned In 
Rank Program Distributor | Average | Men Women Children 
1—Burns and Allen Screen Gems 11.5 73 84 43 
2—People’s Choice ABC 10.0 67 74 56 
3—The Honeymooners CBS 8.7 69 71 65 
4—How to Marry a NTA 8.5 74 82 39 
Millionaire 
5—Amos ’n’ Andy CBS 7.3 39 46 87 
6—Life of Riley | cNP | 72 |6 76 49 
7—This Is Alice NTA 6.5 78 82 19 
8—Our Miss Brooks : es i 68 ae ee 
9—Topper Schubert | a5 | a 35 49 
10—Susie ITC S44 {| ® 84 37 














Pulse Top 10 plan doce 4 jecncnas for November 





1—Mike Hammer — mA | bt |s& Ss 
2—U. S. Marshal NTA 14.3 69 74 64 
3—Sheriff of Cochise NTA | 22 | & 27 
|—San Francisco Beat CBS | 11.7 84 93 23 
5—Whirlybirds CBS 10.5 63 67 87 
6—Official Detective NTA 84 | 85 91 21 
7—Decoy Official | 8.2 | 82 92 22 
8—Dial 999 Ziv | 2 |B 23 
9—Badge 714 : woe ee. a eee 
9—New York Confidential | ITC | 73° | 8 93 31 


















Pulse Top 10 Western Shows for November 





























~1—Death Valley Days" | U.S. Borax | 148 76 8 83s «53 
2—26 Men ABC 14.7 76 87 46 
3—Mackenzie’s Raiders Ziv 11.7 79 84 26 
4—Annie Oakley CBS | 108 o4 59 85 
4—Man Without a Gun NTA 108 | 83 89 35 
5—Boots and Saddles CNP m7 in <2 56 
6—Cisco Kid Ziv | 106 | 63 71 83 
7—Wild Bill Hickok | ScreenGems| 10.0 |59 61 89 
8—Hopalong Cassidy— 

1 Hour MCA 8.8 | 54 74 94 
9—Frontier iar. | wie s 53 
9—Roy Rogers—!,, Hour CNP 8.7 | 23 27 97 

Pulse Top 10 Misc. Shows for November 
1—Popeye | UAA | 33 21 37 102 
2—Patti Page | Screen Gems | 10.5 78 83 14 
3—Superman | Flamingo | 104 65 72 83 
4—Woody Woodpecker | Kellogg | 100 52 58 93 
5—Little Rascals Interstate 8.0 19 28 92 
6—Bugs Bunny UAA | 68 | 58 6+ 81 
7—Farmer Al Falfa , ae ee a oe 83 
8—Science Fiction Theatre Ziv | 6.6 71 82 4 
9—Terrytoons CBS | + eee 46 98 





10—Football Highlights Sports—TV | 5.9 | 89 87 14 
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Oil Co. of Calif. (Chevron gas), BBDO; 
National Biscuit Co. (Nabisco cookies), 
McCann-Erickson; Thomas J. Lipton Co. 
(tea), Y&R; Ford Motor Co. (Ford cars), 
JWT; General Motors Corp. (Buick show 
opening), McCann-Erickson; Esso Standard 
Oil Co. (institutional), McCann-Erickson. 


FILMACK STUDIOS 

Completed: Vermont Transit, WCAX-TV; 
Robert Hall Clothes, Inc., Frank B. Saw- 
don; Bayuk Cigars, Inc. (Phillies), Feigen- 
baum & Wermen; Sterwin Chemical Co. 
(Nutrena), direct. 

In production: Robert Hall Clothes, Inc., 


Frank B. Sawdon; Mission of California, ° 


Inc. (Mission Cola), Dowd, Redfield & 
Johnstone; Sterwin Chemical Co. (chemi- 
cals), direct; Sears, Roebuck & Co. (Sears 
brand names), WWLP; Vogel Mfg. Corp. 
(Mod-L-Stix), Bermingham, Castleman & 
Pierce. 


GRAY & O’REILLY 


In Production: American Oil Co. (gaso- 
line), Joseph Katz; Block Drug Co. 
(Nytol), SSC&B; Block Drug Co. (Rem 
Rub), Gumbinner; General Foods Corp. 
(Tang), Y&R; General Electric Co. (skill- 
ets), Y&R: Bristol-Myers Co. (Sal Hepati- 
ca), Y&R; Falstaff Brewing Corp. (beer), 
D-F-S. 


HUNN, FRITZ, HENKIN 
PRODUCTIONS, INC. 


Completed: B. T. Babbitt, Inc. (Bab-O, 
Glim, others), Brown & Butcher; National 
Biscuit Co. (fig newtons), McCann-Erick- 
son; Sterling Drug Co. (Fletcher's Cas- 
toria), Brown & Butcher; General Mills, 
Inc. (Betty Crocker), D-F-S; Helena 
Rubinstein, Inc. (Heavenly Glow), Ogilvy, 
Benson & Mather; Columbia Records Co. 
(records), McCann-Erickson; Sterling 
Drug Co. (Dr. Caldwell), Brown & Butcher; 
Barton’s Candy Corp. (candy), Doyle Dane 
Bernbach; Nestle Co., Inc. (Zip), McCann- 
Erickson; Manhattan Shirt Co. (shirts), 
Doner & Peck. 

In Production: Standard Oil Co. of N. J. 
(institutional), McCann-Erickson; Wise 
Potato Chip Co. (potato chips), Lynn; 
Lever Bros. Co. (Rinso), National Export; 
Jet Dog Food Co. (dog food), Weiss & 
Geller; Revere Sugar Refinery (sugar), 
John C. Dowd; Charles E. Hires Co. (root 
beer), Maxon; Joe Lowe Corp. (Popsicle), 
EWR&R; Charles Antell, Inc. (shampoo), 
Brown & Butcher; New Jersey Central 
Power & Light (industrial feature), Goold 
& Tierney; Nestle Co., Inc. (chocolate), 
McCann-Erickson. 


KEITZ & HERNDON 


Completed: Lone Star Brewing Co. (beer), 
Glenn; Chance Vought Aircraft Co., direct; 
Arkansas-Louisiana Gas Co. (gas prod- 
ucts), R. K. Butcher. 

In Production: Lone Star Brewing Co. 
(beer), Glenn; Evangeline Maid Bread Co. 
(bread), Wm. Finn; Ideal Baking Co. 
(bread), Wm. Finn; Household Finance 
Corp. (loan services), NL&B; American 
Snuff Co. (Garrett snuff), Simon & Gwynn; 
Chance Vought Aircraft Co., direct; Boy 
Scouts of America, direct; Texasweet Citrus 
Growers (citrus fruit), Glenn; Campbell- 
Taggart Assoc. Bakeries, Inc. (Rainbo cup- 
cakes), Bel-Art. 


KLAEGER FILM 
PRODUCTIONS, INC. 


Completed: Benrus Watch Co. (watches), 
Grey; Lever Bros. Co. (Pepsodent), FC&B; 
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RATINGS BATTLE. The perplexing 
question of what goes into a television 
program rating and what effect the 
rating has on the quality and quantity 
of programming service will be con- 
sidered by a subcommittee of the Sen- 
ate Interstate and Foreign Commerce 
Committee in hearings scheduled to 
begin in mid-February in New York 
City. 

That the investigation will be all- 
inclusive, with punches pulled, was 
indicated in a pre-hearing question- 
naire sent by the full committee to 
many advertising agencies to inquire 
about specific instances of programs 
being transferred or forced off the air 
by inferior ratings. 

Senator Warren G. Magnuson (D- 
Wash.), chairman of the committee, 
said in a covering letter to the agen- 
cies that the purpose of the inquiry 
was to investigate complaints that na- 
tional program ratings often were 
used as the sole criteria for determin- 
ing tenure and position of such pro- 
grams. 

A total of 18 questions was sub- 
mitted by the subcommittee in its ques- 
tionnaire. They included requests for 
information on how ratings are deter- 
mined, what use are made of them by 
agencies, stations and networks and 
what effect they have on the amount 
and calibre of programming, network 
and local. 


INFORMATION PLEASE. The com- 
mittee asked the agencies whether, in 
their experience, programs have been 
eliminated or shifted to less desirable 
time periods because of ratings; 
whether commercials have ever been 
removed from the air because of low 
ratings; whether agencies use their 
own measurement services to deter- 
mine popularity of programs or com- 
mercials, or whether national rating 
services are relied upon exclusively. 
If the respondents believed the na- 
tional program rating was unreliable, 
they were asked to state why and what 
percentage of error or tolerance was 
inherent. They were also queried on 
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what techniques, if any, were used to 
check on the accuracy of the national 
rating services, and what attempts 
have been made to determine what 
percentage of a given audience at 
home are children and what percent- 
age are adults. 

The latter question was obviously 
intended to gain support for the con- 
tention of Senator A. S. (Mike) Mon- 
roney (D-Okla.) that tv programming 
fare is too heavily dominated by west- 
erns. The networks have told Mon- 
roney and others that the westerns are 
in demand because of high ratings, 
but have not indicated whether those 
demanding them are mainly children. 

Many past and present network of- 
ficials, including outspoken Sylvester 
L. (Pat) Weaver Jr., former NBC 
chairman and president, are expected 
to testify at the hearings, which Sen- 
ators Magnuson and Monroney indi- 
cated may last about two weeks. The 
questionnaire is intended as a guide 
for the investigation, although the 
subcommittee probably will not con- 
fine itself to those questions. 


CALL FOR CULTURE. What rankles 
the two Senators and their supporters 
in and out of the Senate is, in the 
words of one of them, “the lack of cul- 
tural, public-service and information 
programs in prime viewing periods.” 
The legislators, whose business is 
ostensibly public affairs, have con- 
tended that as tv viewers they feel 
shortchanged. 

Senator Monroney has declared 
that only during the “intellectual 
ghetto” of Sunday afternoon and early 
evening can the viewer learn of the 
current problems of national and in- 
ternational affairs. This, says the Sen- 
ator, falls short of satisfying the pub- 
lic-service requirements of networks 
and station licensees—and he believes 
that the generally low audience ratings 
of such programs have had a lot to do 
with it. 

Extremely sensitive to criticism 
about the lack of depth in cultural or 
public-service programming, the net- 
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works are expected to point with pride 
at the quantity of news and documen- 
taries they offer, supplemented by the 
efforts of station affiliates, as more 
than adequate for the demand. They 
are also likely to point out the difli- 
culty of attracting sponsors to public- 
information programs, and that the 
loss of revenue resulting from slotting 
an unsponsored program in an eve- 
ning time period during the week 
might mean fewer such shows in the 
future. 

Whether a compromise can be 
reached between the conflicting phi- 
losophies of Senator Monroney and 
the networks on the ratings question 
is anybody’s guess. It seems certain 
that the legislators are interested far 
more in editorial content of tv pro- 
grams than entertainment, perhaps 
disproportionately so in the light of 


public demand. 


MOORE’S MORSEL. Even before 
the hearings Richard A. 
Moore, president of KTTV Los Angeles, 
gave the subcommittee and the in- 


began, 


dustry something to chew on—a 
frontal attack on “our industry’s total 
failure to report its own audience in 
a way which will even come close to 
conveying tv’s unique capacity for 
reaching everyone—and I mean ev- 
eryone.” 

In an address to the Chicago Broad- 
cast Advertising Club, Mr. Moore 
urged substitution of a four-week pe- 
riod for the traditional one-week pe- 

(Continued on page 69) 
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Whitehall Pharmacal Co. {Dendril), Hous- 
ton; U. S. Rubber Co. (Keds), Fletcher D. 
Richards. 

In Production: Westinghouse Electric Co., 
Grey; B. F. Goodrich Co. (B. F. Flyers), 
McCann-Erickson; Westinghouse Electric 
Co. (various products), McCann-Erickson; 
General Electric Co., Maxon; Pontiac 
Motor Div., General Motors Corp., (cars), 
MacManus, John & Adams; Muriel Cigars 
Div. Consolidated Cigar Corp. (Coronel- 
las), L&N; E. I. du Pont de Nemours & 
Co., Inc. (various products), BBDO; P. 
Ballantine & Sons (beer), Esty; Dow 
Chemical Co. (Saran Wrap), MacManus, 
John & Adams; Greyhound Corp. (bus), 
Grey; Melville Shoe Corp. (Thom McAn 
shoes), DDB; Stokely-Van Camp, Inc. 
(pork & beans), L&N; R. J. Reynolds To- 
bacco Co. (Camels), Esty; Chesebrough- 
Pond’s, Inc. (Vaseline), Esty. 


LUX-BRILL 


Completed: Remington Rand Div., Sper- 
ry Rand Corp. (typewriters), Compton; 
American Cyanamid Co. (Aureomycin), 
C&W; Chesebrough-Pond’s, Inc. (Pertus- 
sin), McCann-Erickson; N. Y. Stock Ex- 
change, Calkins & Holden. 


tf PATIN PRODUCTIONS, 


In Production: Libby, McNeill & Libby 
(cream style corn), JWT; Charbonneau 
Packing Co. (Tree Top apple juice), Mill- 
er, Mackay, Hoeck & Hartung; Pacific 
Coast Paper Mills of Washington, Inc. 
(M.D. tissue), Miller, Mackay, Hoeck & 
Hartung; Sealy, Inc. (mattress), JWT; 
I.X.L. Food Co. (food products), Armand 
Productions. 


WILBUR STREECH 
PRODUCTIONS, INC. 


Completed: Television Bureau of Adver- 
tising (institutional), Wexton; Sinclair 


Oil Refining Co. (gasoline & oil), Geyer, 
Morey, Madden & Ballard; ABC-TV (pro- 
motional trailer), direct. 

In Production: Drug Research Corp. (In- 
sta-Pep), KHCC&A; Television Bureau of 
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This architect’s drawing shows how the new headquarters of WKYT Lexington 





we 


will look when they are completed in early spring. The channel 27 station is 
installing a new 193,000-watt transmitter and expects its facilities, when com- 
pleted, will be equal to any in the entire area. 








Advertising (institutional), Wexton; ABC 
(promotional trailer), direct; American 
Telephone & Telegraph Co. (Yellow 
Pages), Spitzer & Mills, Ltd.; Sinclair Oil 
Refining Co. (gasoline & oil), Geyer, Mo- 
rey, Madden & Ballard; Christie, Brown & 
Co. (Premium crackers), Rabko, Ltd.; 
Colgate-Palmolive Co. (Halo shampoo), 
Spitzer & Mills, Ltd.; National Trust Co., 
Rabko, Ltd. 


TRANSFILM, INC. 


Completed: Helena Rubinstein, Inc. (Mas- 
caramatic, Heavenly Glow face powder), 
Ogilvy, Benson & Mather; U. S. Steel Corp., 
BBDO; American Chicle Co. (Clorets), 
Bates; Block Drug Co. (Polident), Grey; 
Lever Bros. Co. (Jim Dandy liquid cleaner), 
K&E. 


In Production: Warner-Lambert Pharma- 
ceutical Co. (Bromo-Seltzer), Warwick & 
Legler; Tek Hughes Div., Johnson & John- 
son (Tek products), Y&R; Phillips-Van 
Heusen Corp. (Van Heusen shirts), Grey; 
Mennen Co. (Foam Shave), Grey; U. S. 
Steel Corp., BBDO; American Chicle Co. 
(Polident), Grey; Boyle-Midway, Inc. 
(Aero Shave), JWT; Ford Motor Co. 
(Mercury cars), K&E; Aluminum Co. of 


America (Alcoa), F&S&R. 


UNIVERSAL PICTURES 


co. TV 
Completed: Coca - Cola International 
(Coke), direct; Philip Morris, Ine. 


(Philip Morris, Marlboro cigarettes), Bur- 
nett: Chemical Corn Exchange Bank 
(banking), Doremus; General Foods Corp., 
B&B; Procter & Gamble Co. (Camay, Lava, 
Joy), Burnett; Dodge Div., Chrysler Corp. 
(cars), Grant; U. S. Army (recruiting), 
D-F-S; E. I. du Pont de Nemours & Co., 
Inc. (various products), BBDO; DeSoto 
Div., Chrysler Corp. (cars), BBDO; Jacob 
Schmidt Brewing Co. (beer), BBDO; An- 
heuser Busch, Inc. (Busch Bavarian beer), 
Gardner; Chevrolet Motor Div., General 
Motors Corp. U. S. Steel Corp. (institu- 
tional), BBDO; Ford Motor Co. (cars & 
trucks), JWT; Ford Motor Co. (Mercury 
cars), K&E; Thomas J. Lipton, Inc. (tea), 
Y&R; Andrew Jergens Co. (lotion), C&W; 
Burgermeister Brewing Corp. (beer), 
BBDO; Pabst Brewing Co. (beer), K&E. 
In Production: Ford Motor Co. (cars), 
JWT: Swift & Co. (meat products), Burn- 
ett: Kellogg Co. (various cereals), Burn- 


ett; Colgate-Palmolive Co. (Lustre Creme), 
AN; E. I. du Pont de Nemours & Co., 
Inc. (various products), BBDO; General 
Foods Corp. (Gaines dog foods), B&B; 
National Assn. Insurance Agents (institu- 
tional), Doremus; Ralston Purina 
(Purina dog chow), Gardner; Procter & 
Gamble Co. (Joy), Burnett; Ford Motor 
Co. (Mercury cars), K&E; DeSoto Div., 
Chrysler Corp. (cars), BBDO; Continental 
Oil Co. (Conoco gasoline & oil), B&B. 


UPA PICTURES, INC. 


Completed: 42 products (shampoo), Cole, 
Fischer & Rogow; Christie, Brown & Co. 
(Christie’s Dippers), McCann-Erickson; 
Prince Matchabelli, Inc. (toiletries), Morse 
International; Gillette Co. (Thorexin cough 
medicine), North. 

In Production: Mrs. Baird’s Bakeries, Inc. 
(bread), Tracy-Locke; Richfield Oi] Corp. 
(Boron), Hixson-Jorgensen; Englander Co., 
Inc. (mattress), North; Carling Brewing 
Co. (Stag beer), Edward H. Weiss: Men- 
nen Co. (spray deodorant), Warwick & 
Legler. 


WONDERLAND 
PRODUCTIONS 


Completed: Stauffer System (reducing 
salons), FC&B; Warren Plastic (plastic 
products), Caples; Scott-Atwater Mfg. Co. 
(outboard motors), Himes & Assoc.; Eye 
Dog Foundation (Seeing Eye dog charity), 
Weiser. 

In Production: U. S. Divers Co. (toy frog- 
man), Johnson; California City (real- 
estate development), Leftwich; Youth for 
Christ (religious), Vihlene. 





VERSATILE GAL FRIDAY 


WITH WINNING PERSONALITY 
SEEKS POSITION WITH FUTURE 
AS ASSISTANT TO TV EXECUTIVE. 
WIDELY TRAVELED & CULTURED. 
CREATIVE WRITING & REWRITE. 
CAN HANDLE COMPLEX PROB- 
LEMS WITH EXECUTIVE RE- 
SOURCEFULNESS. NEW YORK 
BORN EDUCATED PLUS FRENCH 
& ITALIAN. PREFER NEW YORK 
LOCATION. AGE 30 UNMARRIED. 
MIN. WEEKLY $100.00. BOX #471 
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BOND BIAS. Normally there’s little 
occasion to refer to bonds in this 
space. Certainly in the past year the 
bond market has received scant atten- 
tion from the public except for those 
issues of convertible securities which 
were so attractive to investors that 
their appeal outweighed the present 
prejudices against senior securities. 
Now the question arises of whether 
the bond bias has reached a point that, 
in the past at least, would have called 
for a change in investment attitude. 

Last month bond prices sagged to 
a new low, which of course increased 
their yield. The Barron’s index of 
high-grade bonds showed a yield ris- 
ing up to 4.20 per cent. Except for 
isolated days, that size yield is the 
highest since February 1934. Normal- 
ly, when a bond yield started crossing 
the dividend return on stocks, the 
marketplace would begin to reflect a 
change in investor attitude. 


RULES ABANDONED. As of late 
January that point has been passed. 
For the income from investment in 
top-quality corporate stocks is less 
than the income from top-grade cor- 
porate bonds. However, recently the 
investors have been moved to put their 
money into equity securities because 
of the fear of inflation. This fear 
forced the normal investment rules to 
be abandoned—appreciation of capi- 
tal, not a return, is the important con- 
sideration. 

But in many areas the potential ap- 
preciation of capital has come close 
to the saturation point on the basis of 
current and indicated earnings. Un- 
less there is a substantial upward 
surge in earnings in 1959 and further 
increases estimated for 1960, the up- 
ward surge of stocks, so dramatic in 
the last four months, should start to 
slow down. 

One development the financial com- 
munity is watching for—perhaps ex- 
pecting is the better word—is an in- 
crease in the rediscount rate. At pres- 
ent the Federal Reserve Bank is charg- 
ing 21% per cent on prime commercial 
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paper offered by member banks. Since 
both the United States Covernment 
and industry itself are paying dis- 
proportionately higher rates for open- 
market borrowing, there is a feeling 
the the rediscount rate will soon 
mount. 


RATE INCREASE? ‘The pressure to 
increase the rate would be expected 
to start making itself felt late this 
month and next as the seasonal lull in 
borrowing fades and demand for 
funds begins to mount. Will the de- 
mands for money climb in the month 
ahead? The answer should be yes. 

At present, the nation’s inventory 
of merchandise must be balanced 
against the prediction of sales in- 
creases and the pressure of price in- 
creases. The mounting widespread 
belief that the steel wage negotiations 
this summer will not be settled with- 
out a strike also must be taken into 
consideration. 

The best estimates are that to pile 
up those inventories industry needs 
from $3 billion to $6 billion in 
the coming months. The spread of 
$3 billion seems a rather big one, 
but is explained in part by the 
uncertainty at this time to estimate 
the nature of the steel wage negotia- 
bons. 


BORROWING BACKGROUND. This 
set of circumstances should, accord- 
ing to some analysts, set up the back- 
ground for the borrowing which 
would encourage the Federal Reserve 
to raise the rediscount rate. 

Again, this chain of circumstances 
is valid only if the fear of inflation, 
based to a great part on the seesawing 
politics of the cold war as it affects 
domestic economic policies, does not 
get out of hand and force the junk- 
ing of all traditional ways of evalu- 
ating an investment. 

There are not too many bonds di- 
rectly related to the television indus- 
try, although Radio Corp. of America 
and Sylvania Electric have bond is- 
sues outstanding. 


ALREADY BOUGHT IN OVER 118 MARKETS! 


e BALLANTINE BEER 


for 21 Eastern Markets 


e ST. LOUIS 


Central Hardware 


e ARMOUR & CO. 


in 7 Markets 


LUBBOCK, TEX. 


Furr's, Inc. 


BIRMINGHAM 


Burger-Phillips Dept. Store 


HEILEMAN BEER 


for Chicago and all of Wisconsin 


WISN-TV — Milwaukee 
WHITN-TV — Huntington, W. Va. 
WLW-T — Cincinnati 
KID-TV — Idaho Falls 
WCBS-TV — New York City 
WALA-TV — Mobile 
KOMO-TV — Seattle 
KOLD-TV — Tucson 
KHVH-TV — Honolulu 
KEY-T— Santa Barbara 
KGHL-TV — Billings 


CITIES SERVICE OIL 


for Grand Rapids — Kalamazoo 


NORFOLK 


Midway Furniture 


RAINBOW BAKING CO. 


for Houston 


CHARLESTON, S. C. 


South Carolina Electric Co-Op 


MISS GEORGIA DAIRIES 


for Atlanta and Macon 


ROANOKE, VA. 


Adams Contsr. Co. 
and Ideal Laundry 
& Dry Cleaners 


STATIONS, AGENCIES 
AND ADVERTISERS 
ARE RUSHING TO SIGN... 





WFEMJ-TV — Youngstown 
KTSM-TV — El Paso 

WLW-D — Dayton 

KBAK-TV — Bakersfield 
WTVJ — Miami 

KTUL-TV — Tulsa 

KLRJ-TV — Las Vegas 

WSJV — Elkhart, Ind. 

KSL-TV — Salt Lake City 
WDSU-TV — New Orleans 
WKY-TV — Oklahoma City 
WICU-TV — Erie, Pa. 

KVAR — Phoenix 

WSM-TV — Nashville 

KOVR — Stockton- Sacramento 
KVOS-TV — Bellingham, Wash. 
WFGA-TV — Jacksonville, Fla. 
WLW-C — Columbus, O. 
KPTV — Portland, Ore. 
WLOS-TV — Asheville, N.C. 
and many others 


AND INTRODUCING 


JOAN 


MARSHALL 


A HEROINE YOU’LL 
NEVER FORGET! 











From the Florida Keys P 
to Trinidad... they find. > ie 
ADVENTURE 


Ta every port of calli 
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EVERY WEEK 
a half-hour 

of EXCITEMENT 
and SUSPENSE! 
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News (Continued from page 19) 


Inc., said in discussing plans for a 
stepped-up promotion program for the 
company’s products. 

Pointing out that Schick was one 
of the pioneers in network television, 
Mr. Gifford added that the new man- 
agement team at Schick would have 
to decide whether “tv is losing some 
of its attractiveness” due to increas- 
ing costs, but added an opinion that 
the medium will continue to be “most 
important for us.” Currently the com- 
pany co-sponsors The Phil Silvers 
Show on CBS-TV. 

The LNA-BAR estimate of Schick 


advertising costs for the first 10 





Milking an Idea 
A pretty “Milkmaid” has been 


telling the advertiser’s story for 
over four years in the same time 
period on wecr-tv Buffalo. The 
happy sponsor is Milk for Health 
on the Niagara Frontier, who has 
been picking up the tab for the 
Il p.m. News since the station 
went on the air in August 1954. 

Paula Drew, the personality 
who has delivered the message 
since the beginning, started her 
stint dressed in traditional milk- 
maid’s costume. It was obvious 
that the commercials were drawing 
a good deal of public notice when 
letters began coming in to the sta- 
tion regarding her dress. Some 
viewers suggested that she should 
wear an assortment of modern 
clothes, and the Milk for Health 
people finally surrendered to pop- 
ular demand. This attractive sales- 
woman now tells the citizens of 
Buffalo that “You Never Outgrow 
Your Need For Milk” in stylish 
modern dress appropriate to the 
mood of the commercial. 


The station feels that the pro- 
gram has been eminently success- 
ful in getting across the idea of the 
healthful benefits of milk to the 
viewing area. Commercial sales 
are handled by Van Beuren W. 
DeVries, station manager of the 


Buffalo NBC affiliate. 
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Seventh wstv-Tv Steubenville “Shopper-Topper” merchandising presentation 


was for agency and food-manujfacturing people in Columbus, including this 
group (I. to r.): Jim Wheeler and Ed Schleacter, Cye Landy Agency; Norma 
Jenkins, Miss Shopper-T opper in Columbus; Bob Harris, wstv, Inc., promotion- 
merchandising director; Dorrit Williams, Kelley & Lamb Agency, Columbus, 
and Roger Garrett, wBoy-Tv Clarksburg, general manager. Presentations have 
been made in New York, Chicago, Pittsburgh and Cincinnati, while others are 
scheduled for Cleveland, Detroit and St. Louis. 


months of 1958 was $1,459,000. In 
1957 Schick spent an estimated $200.- 
000 more in spot. 

Schick promotion is being re-ex- 
amined in connection with the com- 
pany decision to adopt a new direct 
factory-to-retailer distribution plan 
effective Feb. 21. The plan will ter- 
minate a long-term relationship with 
some 1,200 wholesalers. At the same 
time, the company has discontinued 
its trade-in allowances and cut razor 
prices for its popular Powershave 
model from $31.50 to $22.50. Other 
shavers and its line of cigarette light- 
ers will be cut proportionately. 

John J. Reidy, formerly a senior 
executive with Casco Products Corp.. 
moved in as president of the company 
on Dec. 1, the same day that Mr. Gif- 
ford returned as board chairman. 
The company plans materially to in- 
crease its force of salesmen in the 
field and to reorganize its subsidiary, 
Schick Service, Inc., in order to use 
the company’s 66 branches as supply 
centers to service the retailer. 

The Schick company, Mr. Gifford 
says, has more electric shavers in use 
than any other brand of shaver, and 
because of its position of leadership 
feels a responsibility to the small as 
well as the large dealer. 

“Schick’s new price structure will 
provide the same cost basis for all 


dealers so that every retailer can per- 
form competitively on the entire 
Schick line wherever he is and what- 





ever his size,” Mr. Gifford explained. 
The decision to control all promotion 
costs will, Mr. Gifford believes, pre- 
vent some dealers from diverting these 
funds into price cutting. It will help 
establish and maintain a fair profit 


return for all dealers, he believes. 
(Continued on page 67) 
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Lorry and Moe, two of “The Three 
Stooges,” lie happily buried beneath 
a portion of the overwhelming 23,781 
pieces of mail received by wTak Pitts- 
burgh in response to a “Three Stooges 
Drawing Contest” conducted by Paul 
Shannon (shown above enjoying the 
fun with the third “Stooge,” Joe) on 
his Six O'Clock Adventure. WTAE took 
advantage of the comedians’ appear- 
ance at a Pittsburgh night club to ar- 
range several guest spots on the Shan- 
non show. Area children were asked 
to submit original drawings of the 
trio; radios and portable tv sets were 
awarded for the best drawings in each 
age group. 
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TELEVISION AGE 


Oo" of the most interesting points 
about the schedules of a na- 
tional spot advertiser is that the 
growth of his business can be easily 
recognized by comparing the yearly 
expenditures and placements. 

For instance, a Tele-Scope item on 
Jan. 27, 1958, noted that Robert Hall 
Clothes. Inc., would set its spring 
campaign in a little over 100 mar- 
kets. About 120 stations were to be 
used, 

The Robert Hall push for this year 
begins Feb. 16 and 23. For it, 150 
video stations in 125 markets will run 
combinations of minutes and ID’s. 
That is roughly a 25-per-cent increase 
in both the number of markets and 
stations. 

As to the 1959 budget, it’s up 15 
per cent over last year’s, with the 





FEBRUARY 9, 


a review of 
current activity 
in national 
spot tv 


extra funds going into introductory 
drives for stores expanding into ad- 
ditional markets and into increased 
schedules in the top Robert Hall mar- 
kets of New York, Chicago, Phila- 
delphia, Detroit, Los Angeles, St. 
Louis, Boston, Baltimore and Wash- 
ington. 

The difference between the per- 
centages of market increase and the 
budget boost is due to the fact that 
Easter arrives early this year. The 
shorter season resulted in savings 
which bought expanded coverage in 
more markets. 

During the pre-Easter weeks of the 
campaign, the average spot frequency 
per station will be 10-20 announce- 
ments per week. After the holiday, 
spots will continue through June in 
lighter schedules. 


L. to r., exec. v.p. Jerry Bess, account supervisor on Robert Hall at Arkwright 
Adv, Co.; v.p. Jack Wilcher, creative director; Jim Hackett, media director. 












1959 


REPORT 


As previously announced, Robert 
Hall is now handled by the newly 
formed Arkwright Advertising Co., 
New York. Executive vice president 
Jerry Bess is the account supervisor, 
with Jack Wilcher, who created the 
Hall animated commercials, serving 
as vice president and creative direc- 
tor, and Jim Hackett buying as media 
director. 

Arkwright has opened a Los An- 
geles office, where Richard Westman, 
formerly promotion director at KUTV 
Salt Lake City, will handle the buy- 
ing for 11 western states. 

* * * 

Another chain operation, Thom 
McAn retail shoe stores of the Mel- 
ville Shoe Corp., is apparently about 
to re-enter spot tv after several years 
away from any concerted activity in 
the medium. A filmed 60-second spot 
featuring a musical jingle has been 
prepared through Doyle Dane Bern- 
bach, Inc., and will probably go into 
major markets during late February 
and March as part of the industry- 
wide “new shoes for Easter and 
spring” promotion. Jeane Jaffe is the 
timebuyer. 


ALLIED CHEMICAL & DYE 
CORP., Nitrogen Div. 

(Albert Sidney Noble Adv., N. Y.) 
Beginning last month and continuing 
through May, schedules start in some 
15-20 markets throughout Maryland, 
Virginia, the Carolinas, Georgia, Michi- 
gan, Nebraska, Indiana, Illinois, lowa and 
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ew WiW-a 
TOWER OF STARS 


wlw-a channel 11 atlanta 
—one of the 6 dynamic WLW Stations 





Full ABC Network Affiliation 

Sales Offices: New York, Cincinnati, Chicago, Cleveland 
Sales Representatives: NBC Spot Sales— Detroit; Tracy 
Moore & Associates— Los Angeles, San Francisco 

Bomar Lowrance & Associates, Inc.,-Atlanta, Dallas 
Crosley Broadcasting Corporation, a division ot Aveo 
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Personals 


BOB ROWELL, who had been 
media buyer at Calkins & Holden, 
New York, has gone to Joseph Katz 





MR. ROWELL 


as buyer on American Oil. He replaces 
VINCE BENNETT, who has moved 


to Baltimore. 


Missouri for this processor's fertilizers. 
Kick-off dates in each market depend on 
weather, planting season, crop, etc. 
Filmed minutes run in frequencies of 
10-15 per week on placements lasting 
six, 10 and 13 weeks. Early-morning 

and noon-1 p.m. times are purchased, with 
avails near news and farm programs 
desired. Media director Arch Crawford 

is the contact. 


CHARLES ANTELL, INC. 
(Brown & Butcher, N. Y.) 


With the account moving to this agency 
after being bought by B. T. Babbitt Co., 
new films have been prepared and a 
limited buy set in a very few markets. 
Minutes in day and night slots will 
promote FORMULA 9, VITA-YUMS and 
the firm’s shampoo, with the kick-off about 
issue date. Kathy Farrell is the timebuyer. 


ARNOLD BAKERIES, INC. 
(Charles W. Hoyt Co., Inc., N. Y.) 
This firm came into New York again with 
one of its brief schedules featuring some 
20-second films on ARNOLD BREAD. The 
four-week placement will be winding up 
about issue date. Doug Humm is the 
timebuyer. 


ATLANTIS SALES CORP. 


(J. Walter Thompson Co., Inc., 
Vv. YY.) 


As noted here early last month, 
FRENCH’S instant potatoes is active 
again, with about the top 40 markets 
getting schedules of day and night 
minutes. The placements begin about 


issue date and run eight weeks. Marie 


Barbato is the timebuyer. 


BROWN & WILLIAMSON 
TOBACCO CORP. 
(Ted Bates & Co., Inc., N. Y.) 


The first of this month marked a strategy 
change for VICEROY and KOOL 


cigarettes, according to reports. In 


BILL WREN is rejoining Dancer- 
Fitzgerald-Sample, New York, to be- 
come media supervisor on General 
Mills. PETE TRIOLO, formerly asso- 
ciate media director on General Mills, 
has joined Ogilvy, Benson & Mather. 
He'll be media supervisor on Maxwell 
House coffee. 

DOROTHY GILL has been ap- 
pointed media manager of Kenyon & 
Eckhardt, Toronto. 

REGINALD DELLOW, director of 
media for the domestic offices of Grant 
Advertising, has been promoted to vice 
president. He'll continue to headquar- 
ter in Grant’s Chicago office. 

BILL MATTHEWS, who has been 
vice president in the media depart- 
ment of Young & Rubicam for the 
past year, has been appointed vice 
president and director of media rela- 


tions. 


virtually all the markets in which the 
brands have been running (well over 100), 
night minutes are replacing 20-second 
spots and ID’s. Viceroy has used minutes 
consistently, but Kools has long concen- 
trated on the shorter spots. Bill Warner 
buys on Kools; Jack Sinnot buys on 
Viceroy. 


CANDYGRAM, INC. 
(Reach, McClinton & Co., Inc., 
N. FJ 


The introductory campaign for this new 
candy-with-telegram service is running in 
print, but it’s expected that tv spot will 
be used this year, particularly before 
Easter, Mother’s Day, etc. Plans are 
indefinite at this stage as the account 
which sends candy-by-wire a /a the 
Florists Telegraph Delivery Association 
just landed at the agency. The FTDA has 
grown into an important video user, and 
CANDYGRAMS hopes to do as well. 

Tim O'Leary will handle any future 
buying. 


CLOROX CO. 


(Honig-Cooper, Harrington & Miner, 
San Francisco) 

Early this month, CLOROX bleach 
launched its “greatest campaign in history” 
with expanded spot coverage. A heavy 
schedule of day minutes, along with 
some nighttime spots, reportedly went 
into top markets. Length of placements 
should be six to 13 weeks. Clarice 
McCreary is the timebuyer. 


CONTINENTAL CASUALTY CO. 
(George H. Hartman Co., Chicago) 
This insurance firm ran a brief campaign 
in Los Angeles and just followed it with 

a four-week promotion in New York for 
its “over-65” policy. Minutes and ID’s 

ran on six stations. If results live 

up to expectations, the firm will place 
similar schedules in other major markets. 
Media director Virginia Caldwell is 

the contact. 
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Rep Report 


Frank Hussey, who has been in the 
Chicago office of CBS-TV Spot Sales 
since 1955 as an account executive, 
has moved to the New York office in 
the same capacity. He was previously 
with the Chicago Tribune and Head- 
ley-Reed. 

In the San Francisco office of the 
Katz Agency, Franklin C. Wheeler Jr. 
has joined the tv sales staff. Mr. 
Wheeler was most recently an account 





executive at KJBS radio, and held the 
same title at Cunningham & Walsh in 
the west-coast city. 

George Backus and Richard Hayes 
have joined the tv sales staff in the 
New York office of Edward Petry & 
Co. Mr. Backus has been a member 
of the representative's radio sales de- 
partment for 10 years. Mr. Hayes has 
served since 1953 as tv account ex- 
ecutive with the Branham Co. and pre- 
viously was with NBC Radio Spot 
Sales. 

Roger Sheldon was appointed to 
the sales staff of the Los Angeles of- 
fice of the Adam Young companies, 
formerly having been with several 
California broadcasting stations. 

The midwest sales manager for 
Peters, Griffin, Woodward, Inc.—Wil- 
liam J. Tynan—was recently named 
a vice president of the representative 
firm. Mr. Tynan observes his 10th 
anniversary with PGW this spring, 
working from the Chicago office. 

The Canadian Broadcasting Corp. 
appointed the McGavren-Quinn Corp. 
as its first sales representative in this 
country. 
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Program Profile. . . . 


Live; ABC-TV; 8-9 p.m. EST Sat. 
Perry Como, NBC-TV; 
Perry Mason and Wanted—Dead or 
Alive, CBS-TV.. Televised in 87 mar- 
kets. Star: Red Foley. 

Sponsor: Massey-Ferguson, Inc. 
First farm-equipment manufacturer to 


Opposite 


advertise its farm products on a week- 
ly network television program. Need- 
ham, Louis & Brorby, Chicago, 
agency. 

Production: Crossroads Tv Pro- 
ductions, producer; Bryan Bisney, 
director. 

Format: Features large company 
of country, western and pop perform- 
ers in a vocal, instrumental and 
square-dancing revue. Says Stanley S. 
Roberts, general advertising manager 
of Massey-Ferguson: “This is a mo- 
mentous step by our company, and 
part of a broad advertising campaign 
designed to present our 1959 line of 
products to the farm population in 
new, unique and 


exciting ways. 


JUBILEE, U.S.A. 





Red Foley, star of Jubilee. USA. 


Though our industry has never before 
used television in this way, we feel 
the medium is ideally suited for the 
task of telling the Massey-Ferguson 
story. It will enable us to demonstrate 
graphically the many features of our 
equipment to a vast number of farm 
homes, as well as offer them the type 


of entertainment they enjoy.” 





DOANE PRODUCTS CO. 
(Jackson, Haerr, Peterson & Hall, 
Inc., Jefferson City, Mo.) 

This maker of TASTE-T-CHEW dog food 
has just appointed the agency to its 
account and intends to start an intro- 
ductory campaign immediately in six 
market areas in Missouri, Oklahoma and 
Kansas. The emphasis will be on spot, 
with $100,000 set as the budget for the 
year. Additional markets will be added 
until national distribution is reached by 
1960. Agency manager Richard Hall 

will handle the campaign. 


DRUG RESEARCH CORP. 
(KHCC&A, N.Y.) 

This firm’s “instant vitamin” product, 
INSTA-PEP, tested last year in a few 
markets. Now, new films have been 
prepared, and minutes are getting under 
way about issue date in 10 markets. 

Both day and night slots are used. 
REGIMEN is buying into a daytime net- 
work program, but it’s reported this 
budget will be in addition to the spot 
budget already set for the year. The 
product’s spot activity will continue strong. 
Beryl Seidenberg is the timebuyer. 


MAX FACTOR & CO. 

(Kenyon & Eckhardt, Inc., 

Los Angeles) 

This month will see the kick-off on a 
major drive for this cosmetic firm’s 
Golden Anniversary promotion, featuring 
all products in the line. Following will 
be a campaign introducing Pink Jade 
lipstick. The total ad budget for the 
year is reportedly $7.5 million, with video 
getting the lion’s share, although a final 
breakdown is not yet available. Strong 
spot buys for the remainder of the year 
are also being set, with all major markets 


getting filmed minutes and 20’s. 
Jane Mars is the contact. 


GENERAL FOODS CORP. 
(Benton & Bowles, Inc., N. Y.) 
Continuing the activity noted here last 
December for GAINES dog food, the 
product set additional schedules to start 
early this month in some of the same 
markets, plus some new ones. Night ID’s 
are being used exclusively. The placements 
are for eight weeks. Roger Clapp 

is the timebuyer. 

This month should see new placements 
for POST cereals, particularly ALPHA- 
BITS, which is running 39-week campaigns 
of minutes in daytime kid programs in 
top markets. A good-sized radio 
campaign was reported for the “adult” 
cereals, and there will probably be tv 
action as well, if onlv in a supporting 
role. Dick Gershon buys on the adult 
cereals; Dave Allen buys for the 

kid brands. 


GENERAL FOODS CORP. 
(Young & Rubicam, Inc., N. Y.) 

In a rare spot campaign for the product, 
SWANS DOWN CAKE MIXES began 
running schedules last month in about 

14 selected markets. Both live and filmed 
minutes in daytime shows are used, with 
the placements winding up next month. 
The markets were chosen as to distribu- 
tion, brand strength, etc., and include 

both major and secondary ones. 

Bob Gleckler, assisted by Joe Therrien, 
handled the buying. 


B. F. GOODRICH RUBBER CO. 
(McCann-Erickson, Inc., N. Y.) 
Similar to last year’s activity, 

PF CANVAS SHOES is lining up 
markets for a 10-13-week run beginning 
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with WJBK-TV’'s MORNING 


MOVIE! 


Children off to school . . . husband off to work . . . a cup 
of coffee and now a Good Movie! The “‘Morning Show” 
is the first feature film of the day in Detroit, Monday 
through Friday at 9:00 AM. Every show is a top-flight 
feature from UNITED ARTISTS, SCREEN GEMS, 
NTA, RKO, and coming soon, PARAMOUNT. 

Strategic programming to 1,900,000 Television homes 
is one reason why WJBK-TV has a consistent #1 rating 
in the nation’s fifth market — 9 billion dollars worth of 
purchasing power! With this leadership and being Mich- 
igan’s first station with full color and Video-Tape facil- 
ities, WJBK-TV tops them all in dominating Detroit and 
southeastern Michigan. Represented by the Katz Agency 


“Famous on the local scene 


CHANNEL DETROIT 


100,000 Watts CBS AFFILIATE 1057-foot tower N.Y. Sales Office: 623 Madison Ave., N.Y. 22 + PLaza 1-3940 
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early in March. About 50 markets were 
bought last spring to supplement a 
network Mickey Mouse Club purchase. 
The ABC-TV program is being picked 
up again, so the market list—which was 
being firmed up at press time—should be 
about the same. Two or three filmed 
minutes in kid shows run each week. 
Millie Fulton is the timebuyer. 


A. S. HARRISON CO. 
(KHCC&A, N. Y.) 

The first of this month saw schedules 
begin in New York, New Haven, 
Baltimore and Washington for PREEN 
WAX. The brand tested last fall in the 
first three markets. Eight-week placements 
of ID’s will be followed by minute filmed 
announcements. Beryl Seidenberg 

is the timebuyer. 


GEORGE W. HELME CoO. 
(Cunningham & Walsh, Inc., N.Y.) 


This producer of several brands of snuff 









is a consistent spot user in the Carolinas, 
Alabama, Louisiana and Georgia, and 
reportedly has cut back its radio buys 

in favor of increased video activity. 
Currently, 16 major cities throughout its 
distribution area are running 13-week 
schedules of fringe minutes. Frank 
Martin is the timebuyer. 


CHARLES E. HIRES CO. 
(Maxon, Inc., N. Y.) 

At press time, this producer of HIRES 
ROOT BEER and sodas was pretty well 
set to go into a limited number of 
markets for a spring campaign. Only 
Philadelphia has been used thus far, 
running live minutes in several tests 
during the past year. Films have now 
been made. The maximum number of 
markets that would get schedules is 10, 
although an exact list and details as to 
frequency, length, etc., were not decided. 
George Huelser is the timebuyer. 
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‘Space Age Advertiser’ 

A competition organized by kTvH Wichita-Hutchinson to designate a 
“Space Age Advertiser” has been termed a great success by the station, 
although final results are not as yet complete. 

The month-long direct-mail promotion, entitled “Help Place the Wichita 
Market in Orbit Over Madison Avenue,” was designed to increase station 
prestige and to impress the importance of south-central Kansas on time- 
buyers across the country. 

Open by invitation only to clients, ad agency personnel, sales execu- 
tives and other persons with a vital interest in publicizing the area, the 
contest required submission of a rough ad pointing out to national adver- 
tisers and timebuyers the advantages of including the Wichita market in 
their schedules. A typical layout page from a national trade magazine 
was furnished as a guide for the contestants. 

Awards to be made to the “Space Age Advertiser” include a round- 
trip flight for two on the new Continental Airlines turbo-prop Viscount II 
to Colorado Springs, and a three-day all-expenses-paid holiday at the 
Broadmoor Hotel there. The station also plans publication of the win- 
ning offering in national magazines. 

Two teaser mailings from Continental Airlines and the Broadmoor 
Hotel were used to engage participants’ interest prior to their receipt 
of full information and entry blanks sent over the station general man- 
ager’s signature. Follow-up consisted of market data supplied by the 
South Central Kansas Economic Development Council for the contestants’ 
use, and a listing of secondary prizes offered to the 16 runners-up by TV 
Guide of Kansas City. 

Response exceeded the most optimistic expectations of the station. A 
local committee selected the best entries and sent them on to New York 
to be judged by a group of pro volunteers that included Ed Grey, vice 
president and media director of Ted Bates & Co.; Lee Rich, vice president 
and media director of Benton & Bowles; Jerome R. Fenniger, vice presi- 
dent, Cunningham & Walsh; Frank Kemo, vice president and media 
director, Compton Advertising; George Polk, vice president, BBDO; Dr. 
G. Maxwell Ule, senior vice president in charge of marketing, Kenyon & 
Eckhardt. 

KTVH assistant general manager Dale Larsen said, in expressing the 
station’s satisfaction with the promotion, “We have certainly built our- 
selves a wonderful file of ad material, plus, of course, creating some 
excellent public relations in our own area.” 
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Using a fresh snowfall as his billboard, 
Howdee Meyers, Venard, Rintoul & 
McConnell Chicago vice president, 
“stomped” out a sales message for the 
benefit of Chicago’s Prudential Build- 


ing residents. Knowing that three top 
agencies—Leo Burnett, D’Arcy and 
Needham, Louis & Brorby—have of- 
fices in the building with media-de- 
partment windows facing the expanse 
of snow, Mr. Meyers chose as his mes- 
sage: Buy WERE, WGST, WDXI-TV.” The 
smiling face, says Howdee, is his 
trademark. 


LANOLIN PLUS, INC. 

(Dunnan & Jeffrey, Newark, N. J.) 
This agency is now handling the tv-radio 
schedules for the toiletries firm, and 
recently set what might be “test” runs 
for a product called VAZOL—a cold-relief 
inhalant that is sprayed into a room. 
Also lined up to start next week are 
some scattered eight-week schedules of 
day and night minutes for WASH ’N 
CURL hair preparation. President Martin 
Himmel is the contact. 


LEVER BROS. CO. 

(Foote, Cone & Belding, Inc., N. Y.) 
Following along the same lines of the 
last flight reported here Dec. 1, IMPERIAL 
margarine is coming into selected 
markets for another eight weeks. Daytime 
minutes are set to start next week. Nate 
Rind is handling the timebuying while 
Penny Simmons is out with an injury. 


LEVER BROS. CO. 

(J. Walter Thompson Co., Inc., 

ie SS 

New activity on a fairly small scale is 
under way for LUX LIQUID. Scattered 
markets get placements of minutes and 
20’s in primarily day slots, but with 
some night ones included. Schedules 
start this month. John Gray and 

Tom Glynn are the timebuyers. 


LIEBMANN BREWING CO. 
(Foote, Cone & Belding, Inc., N. Y.) 
RHEINGOLD beer, which hasn’t used 
actual spot video in about six years 
(although it’s been a steady advertiser 
via syndicated programs and five-minute 
commercials for its “Miss Rheingold” 
contest), is reportedly buying $500,000 
worth of prime night 20’s and minutes, 
largely in Massachusetts and Rhode Island 
markets. March 1 is the starting date, 
with the placements to run through the 
year. Peter Bardach is the timebuyer. 
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Buyer Profile .... . 
64 Mn an agency which bills $4 to 

{ $5 million a year, it is some- 
times difficult getting new advertisers 
conditioned to the fact that, while 
television is the greatest selling 
medium, it is not magic. Miracles 
don’t happen overnight: you have to 
keep hammering away. In most cases 
you won't see appreciable results for 
three or four weeks.” Ed Ratner, vice 
president of tv and radio at Friend- 
Reiss, New York, adds that, since each 
item is different, there are of course 
exceptions. Art Linkletter’s Spin-A- 
Hoop, for example, was notable. “A 
natural for the visual medium, it 
caught on like wild fire.” 

Another with which an 
agency of this size has to cope is the 
fact that “while it has no pitchman 
accounts, every campaign must pro- 
duce sales results. Clients are not in- 


factor 


terested in the institutional value of a 
campaign.” 

A native Brooklynite, Mr. Ratner 
was graduated from New York Uni- 
versity, where he had majored in 
English and taken courses in television 
and radio. Now married, he lives in 
Teaneck, N. J., with his wife and two 
daughters, Debra and Linda. His hob- 
bies include photography and free- 
lance writing. 

\n aggressive, versatile man, his 
career has included ghost writing for 
a nationally syndicated columnist and 
copywriting for several agencies. Six- 
and-a-half years ago he joined Friend- 
Reiss as radio-tv director. Since then 


ED RATNER 





he’s maintained a creative and active 
position. He’s planned every type of 
campaign, bought time, written and 
produced agency commercials and 
has traveled to markets throughout 
the country to study firsthand the sta- 
tions he’s considering. The last he re- 
gards as an important aspect of his 
role as timebuyer, because in many 
cases local tv personalities are used to 
do either live or live and film com- 
mercials, As many of the agency’s ac- 
counts are toy companies, he has to 
know what facilities and personalities 
are available, and for which age 
group the children’s programs are 
geared. 

The agency’s broadcast accounts in- 
clude Art Crayon, C-D-R Rotors, De 
Jur camera, Cameo curtains, Levolor 
venetian blinds, Kurlash eyelash curl- 
er, Playskool toys and the Toy Guid- 
ance Council. Says Mr. Ratner, 
“We've never put a client into tv who 
hasn’t stayed in.” 





JOE LOWE CORP. 

(EWRER, N. Y.) 

Word is in on the spring-summer drive 
of this firm’s POPSICLE item, although 
buying had not yet gotten under way at 
press time. One-minute spots on film 
featuring baseball star Bob Turley will 
run along with live spots delivered by 
local personalities on top-rated kid shows 
in about 60 markets. A “Sweepstakes” 
promotion is also in the works. Look for 
a late-April, early-May start in the 
warm weather areas, with other markets 
coming in later as summer begins. 

Vince DeLuca is the timebuyer. 


MAIDEN FORM BRASSIERE 
CO. 

(Norman, Craig & Kummel, Inc., 
V. Y.) 

Amplifying the item carried last issue 
on this account’s spring campaign, 
minutes, 20’s and ID’s began early this 


month in about 20 new markets. Place- 
ments will go for 18 weeks, representing 
an expansion over both the length of 
campaign and the handful of markets 
used last year. Inez Aimee is the timebuyer. 


MISSION OF CALIFORNIA 
(Dowd, Redfield & Johnstone, 
Inc., N. Y.) 

A film currently made for this soda firm 
is intended for export use, but will 
probably be made available along with 
other spots to local bottlers for placement 
on a co-op basis. Mission is a subsidiary 
of Cott Beverage Co., which operates on 
a similar set-up. Betty Nasse is the 
timebuyer. 


NATIONAL ASSOCIATION 

OF INSURANCE AGENTS 
(Doremus & Co., N. Y.) 

As noted last Dec. 1, the ‘59 campaign 
for this company will be all spot (as 


opposed to network plus spot last year). 
Buying of 157 markets is currently under 
way, with news, weather and sports 
shows bought on a one-per-week, 26-week 
basis. March Ist is the starting date. 
Some markets will most likely get 
extensions after August. Programs are 
five, 10 and 15 minutes, depending on 
the market. Lorraine Keirstad and 
Hubert Sweet are handling the buying. 


NATIONAL LIFE & ACCIDENT 
INSURANCE CO. 


(Noble-Dury & Associates, Inc., 
Nashville) 


Late last month, this insurance firm 
with a 2]-state operation began running 
schedules of filmed minutes in Nashville, 
Memphis, Atlanta, Houston, New Orleans, 
San Antonio, Dallas-Ft. Worth, Louisville, 
St. Louis, Detroit, Los Angeles and 

San Francisco. Except for a few test 
campaigns, the company has not been in 
spot before. Prime times are used on a 
five-announcements-weekly frequency. 
Satisfactory results will probably mean 

an expanded market list. Mrs. Jane 
Dowden, media director, is the contact. 


PELTON’S SPUDNUTS, INC. 


(Jarman & Skaggs Adv. Agency, Salt 
Lake City) 


Operating with a number of franchised 
dealers across the country, this firm supplies 
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material for cooperative advertising 
which is placed locally by the individual 
retailer. The agency reports 20-30 dealers 
have used local spots, both live and 
filmed 20's produced several years ago. 

\ new series of films should be completed 
about issue date in order to fill requests 
from dealers contemplating spot. 


Bill 


although buying will be done locally. 
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PETER PAN FOUNDATIONS, 
INC, 

(Ben Sackheim Co., N. Y.) 

The move of this firm into spot, which 
was first reported here last March 24 
as a possibility “next year,” is now set. 
About a dozen markets get heavy _ 
placements of filmed minutes to begin 
the first week in March and run for 


A. Skaggs is the agency contact, 
10 weeks. Bob Glatzer is the timebuyer. 


A Widespread Local Affair 

A Local Affair, Peters, Griffin, Woodward’s colorslide presentation 
on spot advertising, has concluded an ambitious 17 months of pitching 
the values of local campaigns to agency personnel, manufacturers, dis- 
tributors, district sales people, retailers and others concerned in selling 
goods and services in 33 cities. 

Created by PGW vice president George Castleman, and shown by John 
Sias, Lon King and Mr. Castleman of the New York office, and John 
Cory and William Tynan of the Chicago branch, the presentation was 
based on the premise that “sales are made locally . . . sales position in 
every market depends on the job you do in the market.” 

PGW has no accurate count of the number of times the presentation 
was shown; however, Mr. Castleman hazards a wild guess of about 200.’ 


Audiences ranged from “one man in a broom closet” to over 175 at 





Shown are (l. to r.): George Castleman, vice president, PGW ; Victor 
Seydel, vice president in charge of radio and tv, Anderson & Cairns; 
Hugh Caroline, assistant advertising director, Textile Fibers Division. 
Union Carbide Corp.; Thomas Vohs, executive vice president, Anderson 
& Cairns; Robert Kennedy, manager of advertising, Textile Fibers Divi- 
sion, Union Carbide Corp. 


luncheon meetings in major hotels. The presentation was given at city- 
wide meetings, at company headquarters (du Pont, Eastman Kodak, Kel- 
logg, Alcoa, etc.), and at agencies for executive, account and media per- 
sonnel. It was the only presentation on spot seen by Kellogg before its 
fall switch, and the only media presentation ever invited to the Alcoa 
Theatre in Pittsburgh. 

Besides selling the idea of spot, the showings before diversified audi- 
ences gave local stations represented by PGW a chance to talk to area 
people influential in buying advertising. Made deliberately flexible by 
the use of slides, the presentation allowed for inclusion of references to 
local situations and, in cities with PGW-represented stations, for men- 
tion of shows doing a good spot selling job. 

Response by PGW stations in areas visited has been glowing. The basic 
presentation has led to specific presentations for client stations and, in 
regard to the change or projected change of several national advertisers 
to spot, Mr. Castleman says, “We hope it was a contributing factor.” 

A new presentation is now in the works, since PGW feels that the value 
of the first one, both to its stations and to the spot business as a whole, 
was well worth the effort. 





James L. Caddigan, executive vice 


president of 220 Television, Inc., has 
annnounced the appointment of James 
E. Goldsmith (above) as director 
of sales of Channel 11 St. Louis, 
scheduled to hit the air in early spring. 
Mr. Goldsmith served for 10 years 
with KWK and KWK-TV, including four 
and one-half years as sales manager 
of the tv operation (now KMOX-TV, the 
St. Louis CBS affiliate). 


PHILCO CORP. 
(BBDO, N. Y.) 


The end of this month will see four-week 
schedules begin for this maker’s tv sets 
and appliances, with filmed minutes 
running primarily at night. The top 
30-40 markets will be used. 

Hope Martinez is the timebuyer. 


PHILIP MORRIS, INC. 

(Benton & Bowles, Inc., N. Y.) 
Although no new markets apparently are 
being added, PARLIAMENTS are 
reported adding minutes to current 
schedules, dropping some 20’s and ID’s 

in order to spread the budget. A complete 
switchover to the longer announcements 
is not planned, however. John Nuccio 

is the timebuyer. (There could be similar 
activity for PHILIP MORRIS and 
MARLBORO brands out of Leo Burnett 
Co., Inc., Chicago, where Gus Pfleger 
is the contact.) 


POCKET BOOKS, INC. 

(Wexton Co., Inc., N. Y.) 

A brief test in a handful of small eastern 
markets is currently under way for this 
publisher’s Golden Book Encyclopedia, 
a reference work for children. Minutes are 
being used. If results are good, expansion 
into other markets will probably take 
place. Account executive John Eckstein 
is the contact. 


PREMIER PRODUCTS CORP. 
(King Adv. Associates, Inc., N. Y.) 
\ new toymaker joining the swing to 
spot is this maker of PREMIER 
STORYBOOK TOYS, a combination of 
children’s stories with plastic figures that 
“act” inside a stage-frame. Late last 
month, live minutes began running in 
New York in kid shows on wrrx, 
WNEW-TV and wreca-ty. It is hoped the 
runs will be for 52 weeks, depending on 
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Long-time personality in tv-radio Ted 
Malone has joined The House of J. 
Hayden Twiss, industrial agency, as 


Tv-Radio-Film Director. 


results. The company has national 
distribution and can go into additional 
markets if results warrant it. Media 


director A. Lewis King is the contact. 


PROCTER & GAMBLE CoO. 
(Compton Adv., Inc., N. Y.) 
Joining the cigarette brands noted 
elsewhere in this column as switching 
from 20-second spots to minutes is 
IVORY LIQUID. All the schedules cur- 
rently running in top markets are 
reportedly being converted to the longer 
announcements, with prime-time slots 
desired. Pete Fulton is the timebuyer. 


WM. B. REILY & CO. 

(Roman Adv. Agency, Inc., 
Baltimore) 

This maker of LUZIANNE coffee uses 
this agency for its northern area 
extending down into Virginia, while the 
Walker Saussy Agency in New Orleans 
handles the southern placements. Cur- 
rently, the coffee is running schedules 


of minutes, 20’s and ID’s in Philadelphia, 
Baltimore and numerous 
Pennsylvania, 


Washington, 
other markets throughout 





Bill Brazzil, vice president in charge 
of sales, wtvy3 Miami, has announced 
the appointment of Ken Bagwell (l.) 
as national sales manager. Mr. Bag- 
well has been with the station since 
July 1957. Also announced was the 
promotion of Ed Rainey (r.) wtvJ 
administrative sales manager, to the 
position of business and credit man- 
ager of wLos-tv Asheville, 
under the same ownership as WTV5. 


which is 








Commercial Pace 

Tv viewers seems to be sold most effectively by commercials delivered 
at a medium rate of speed, one close to the pace of normal conversation. 
According to a recent Schwerin study of 350 one-minute spots, audio 
tracks with over 170 or under 100 w.p.m. are less apt to cause a change 
in brand preference than those of moderate rate. 

One hundred-110 w.p.m. appeared to be the most effective rate of 
delivery for U. S. consumers, although the first really marked decrease 
occurred at the plus-170 level. Oddly enough, the Canadian ear seemed 
to be attuned to a somewhat brighter pace; the most effective range 
in a similar study conducted north of the border was between 150 
and 170 w.p.m. Possibly this may be accounted for by the fact that 
Canadians talk more rapidly than their U. 

Naturally, no definite 
between selling impact and rate of delivery—too many other fac‘ors 
are concerned. However, it seems safe to assume that chances of success 


S. neighbors. 


conclusions can be drawn as to the conneciion 





to the ears of the listeners. 


West Virginia and Virginia. Activity is 
based on 12-week flights in the spring 
and fall in most markets. Joseph Dunn 
is the contact. (In New Orleans Diane 
Kramer is the timebuyer on the account 
and reportedly has hypoed some of the 
southern schedules with additions 


of ID’s.) 


HELENA RUBENSTEIN, INC. 
(Ogilvy, Benson & Mather, Inc.,N.Y.) 


Following up last issue’s item on the spot 
plans for MASCARA-MATIC and 
HEAVENLY GLOW, this firm made a 
somewhat surprising move by taking a 
half-sponsorship on a “controversial” local 
New York show, Open End on WNTA-TV. 
It was thought that after the cosmetic 
company’s brief run on ABC-TV’s Sid 
Caesar program it would stick strictly to 
spot. However, a company spokesman says 
each of its 28 top markets is being 
bought on the basis of the best available 
openings—whether in spot or local shows. 
Additional spot in New York will 
probably support the program buy. 

Bert Hopt is the timebuyer. 
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STATION NETWORK 
and PERSONAL 
REPRESENTATIVE 






KELO-TV, Sioux Falls, S. D. 

KROC.-TV, Rochester, Minn. 

WIMA-TV, Lima, Ohio 

WPBN-TV, Traverse City, 
Mich. 


235 East 46th St.. New York 17, N. Y. 
Plaza 5-4262 

























1 SOLDIER 


PRE-SOLD 
AUDIENCE— 


CITIZEN SOLDIER is comparable 
to Hollywood's top box-office pic- 
tures such as “Battleground,” 
“Guadalcanal Diary,” “Sridge Over 
the River Kwai,” “The Young 
Lions,” etc. 


a 






FLAMINGO TELEFILM SALES INC. 


509 MADISON AVE. 
NEW YORK 22,N.Y. 
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AUGUSTA, GA. DALLAS-FT. WORTH JOPLIN-PITTSBURG 
4-Station Market 2-Station Market 
2-Station Market (one-week ratings) (one-week ratings) ’ { 
(one-week ratings) _TOP SYNDICATED FILMS 
TOP SYNDICATED FILMS 1. Whirlybirds (CBS) KOAM-TV ig 7:30 a ° . 
7 "y S . Death Valley Days (U. S. Borax) 2. Mike Hammer (MCA) KoaM-Tv Fri. 8:30 .43.7 
TOP SYNDICATED FILMS : eoncde Sat 4 ON gn le AE Oh Ce 3. Boots and Saddles (CNP) KODE-TV 
1. The Tracer (MPA-TV) wrow-TV 2. Meet McGraw (ABC) wraa-TVv Sun. 9 ....20.3 Sat. 9:30 sospnacesioeaseserse <a sade 10.3 
ae wee se eae 3. Woody Woodpecker (Kellogg) 4. Casey Jones (Sereen Gems) KOAM-TV 
2. Sea Hunt (Ziv) wrpow-tv Tue. 9:30 Bpee-TV Tee. 6 ..cccccces : ‘ 2 - Fri 6:30 Ext ae SAPS PARRA AS S'S mgs 06 e2 . 
3. Silent Service (CNP) wiser Tue. 7 4. Reseve 8 (Screen Gems) WFAA-TV Sun. 8:30 .20.0 S. wen Hunt (Ziv) KoaM TV the. 8 scoeses BEL 
4. Mackenzie’s Raiders (Ziv) wsBr Thu. 8 5. Superman (Kellogg) Krsz-Tv Mon. 6 ....18.8 6. Mate See: See) Gaacker Se See --o 
5. Mike Hammer (MCA) wiper Tue. 16:30 6. Huckleberry Hound (Kellogg) 7 Sky King (Nabisco) KOAM-TV Thu, 6:30 33.1 | 
6. Target (Ziv) wsBF Mon. 7 ; “Sh eae ..18.4 8. Frontier (¢ NP) wosn-s¥ Sat. ” Sachs . -33.3 a 
7. Huckleberry Hound (Kellogg) wiser Thu. 6 .19.8 7. Sky King (Nabisco) KRLD-TV Sat. 11 ....16.8 9 ee Raiders (Ziv) KOAM-TV an 
’ j > F - 9 8. Three Stooges (Screen Gems) Mon. 0:4 sees Peete ee erees ++ 34ed 
- ae eae S ¢ ee ; - ne in oe ee oe cue 15.1 10. Annie ‘Oakley (CBS) KoaM-Tv Tue. 6:30 ..30.2 } 
10. Ramar of the Jungle (ITC) winr Thu. 5 3 9. Annie Oakley (CBS) kKrsz-tv Fri. 6 ....15.0 10 mon York Confidential (ITC) KOAM-TV ma 
11. State Trooper (MCA) wsBr Mon. 10:30 ... 6.9 10. Sheriff of Cochise (NTA) wraa-TV Tue. 9 .14.0 -iesy Reg selene ae go ee roe 
11. State Trooper (MCA) WBAP-TV Tue. 9:30 .13.0 11. Danger Is My Business (CNP) ' 
12. Mike Hammer (MCA) WFAA-TV Thu. 9 .12.2 KOAM-TY Wed. 8 see teeeeeee cree ee BOT 
TOP FEATURE FILMS 13. Sea Hunt (Ziv) KRLp-Tv Thu. 8:30 ......11.6 12. Rescue 8 (Screen Gems) KODE-TV } 
' ‘ —— emia 13. Wild Bill Hickok (Kellogg) Wed. 7:30 . eee +. cee eeec eee ee 887 
See en oe teas aes cen nt a ee Gal eee ~ || 
3 Early Show wrpw-tv Wed, 5-6:30 ..... 16.4 en Ee ee aN ia RSE 2848 14 — reli (CBS ) een. _ ies i 
4. Early Show wrpw-Tv Mon. 5-6:30 — 15.3 = es ® 
5. Early Show wrpw-tv Thu. 5-6:30 a 15.0 TOP FEATURE FILMS ae N2ee.. sta hat oe — } 
Shi df a <FIzZ-TV § 730-6 .10.9 ~ . ~ 
ER ‘ete | ae se 
TOP NETW ORK 3. Early Show KPyz-TV Mon, 5-5:45 ..... 9.7 2. First Run Movie sane pa Sat. + ; 
1. Gunsmoke WRDW-TV .......... catia eae 4. Andy Hardy Theatre KFJZ-TV 10:30-12 mid Pade ae 13.6 | 
2. Perry Mason wRpw-Tv . wae Sia0 ike ACSAASTEAS TAK RReRe %9 3. Owl Show KoaM-Tv Sat. 11-12:45 a.m. ..12.2 
3 Have Gun, Will Travel wrpw-T 5. Command Presentation KFJZ-TV 4. First Run Movie KopE-Tv Fri \ 
4. The Rifleman wssr We RESTS Wendin oaks 0 tees spe unes< 8.6 11-12:45 a.m Sth tee eel 8.6 y 
5. Gale Storm WRDW-TV ........ i 5. First Run Movie KODE-TV ' 
6. I've Got A Secret WRDW-TV ..............45.0 TOP NETWORK SHOWS Sun. 11-15-1:15 a.m. ...... soins’ \ 
6. Wagon Train wiser ... ot eee ee Gunsmoke ERLD-TV .. 2... ccc ccccccccccs 46.1 
7. The Millionaire wrow-Tv .............. 44.3 2. Maverick WFAA-TV .........-.0.0ceees: 44.1 TOP NETWORK SHOWS 
8. Desilu Playhouse WRDW-TV ....... eer. 3. The Rifleman wFAA-TV ae ree fa 41.6 1. Wagon Train KOAM-TV ; 55.8 | 
9. The Real McCoys WIBF ...... . -- - 42.5 4. The Real McCoys KFIJZ-TV ........ er 2. M Squad KOAM-TV “ = oo SES 
9. Zane Grey Theatre WRDW-TV .... eee * S. Desile Playhouse ERLD-TV 2.2.22. cccccced 5.6 3. Tales of Wells Fargo KOAM-TV ......-++56- 49.0 } 
6. Have Gun, Will Travel KRLD-TV . «2 0 85.0 4. I've Got a Secret KODE-TV as 0260 Oe | 
7. Wyatt Earp WFAA-TV ..... ° sntasau see 5. Tennessee Ernie Ford KOAM-TY eo, i 
8. Wagon Train WBAP-TV ..... ee EL 6. Restless Gun KOAM-TY TTT 
MONROE 9. Lawman KRLD-TV 7. Steve Allen KOAM-TV : — ..43.1 
$8. Cheyenne WFAA-TV 8. Loretta Young Presents KOAM-TVY os - - 42.9 
. 9. Desilu Playhouse KODE-TV eee oveeeses 42.0 
2-Station Market 10. Gunsmoke KODE-TV eee TTT 41.0 
(one-week ratings) NEW ORLEANS anamuon 
7 5 3-Station M , * 
TOP SYNDICATED FILMS weenie rol 3-Station Market ' : 
Mike Hammer (MCA) KNoxE-TV Thu. 8 ....61.9 one-wee ratings » 
2. Highway Patroi (Ziv) KNOoEB-TV Sat. 8 ‘ 58.8 TOP SYNDICATED FILMS TOP Ss NDICATED FILMS 
3. State Trooper (MCA) KNoE-TV Thu, 7:30 ..56.4 Sheriff of Cochise (NTA) WWL-TV Sat. 9:30 1. State Trooper (MCA) KDKA-TV Sat. 10:30 -42 2 | 
4. U. S. Marshal (NTA) KNOE-TV Tue. 8 55.3 2. Sea Hunt (Ziv) wpsu-Tv Tue. 9:30 2. Silent Service KDKA-TV (CNP) Sat. 11 ....25.9 
5. Whirlybirds (CBS) KNor-Tv Fri. 7 ......52.6 3. Casey Jones (Screen Gems) wpsu-Tv Sat. 6 3. Death Valley Days (U. S. Borax) , 
6. 26 Men (ABC) KNoB-TV Fri. 8:30 ......50.5 4. State Trooper (MCA) wpsvu-Tv Tue. 10 KDKA-TVY Thu. 7:30 : er i 
1. Sea Hunt (Ziv) KNoE-Tv Fri. 8 ......... 48.6 5. Highway Patrol (Ziv) 4. The Honeymooners wHc (CBS) Sat. 7 ...... 21.8 j 
8. Union Pacific (CNP) KNOE-TV Sat. 7:30 ..48.2 wosu-Tv Fri. 10:15 . ; 26.8 5. Sheriff of Cochise wHo (NTA) Fri. 7 ......19.6 i 
9. Target (Ziv) KNoE-TV Thu. 7 ..........46.3 6. Mike Hammer (MCA) wWwWL-Tv Fri, 5:30 25.9 6. Woody Woodpecker (Kellogg) 
10. Navy Log (CBS) KNOE-TY Mon. 7 .. 44.0 7. Union Pacific (CNP) wosu-Tv Thu. 9:30 ..24.° KDKA-Tv Sun. 6 ° coccece ees AS | 
11. Silent Service (CNP) KNop-TV Wed. 7:30 ..40.2 8. Sky King (Nabisco) wpsv-tTv Sat. 11 22.6 7. Superman (Kellogg) KDKA-TV Wed. 6:30 ..18.6 
12. Mackenzie’s Raiders (Ziv) KNOE-TV 9. Walter Winchell File (NTA) 8. Annie Oakley KpDKa-TvV (CBS) Thu. 6:30 ..18.3 
OE ae onic Ot AR me _..37.9 WWL-TV Mon. 10 is é awake 9. Roy Rogers (Empire) xpKa-tTv Fri. 6:30 ..17.8 
13. Huckleberry Hound (Kellogg) KNOE-TV 10. Superman (Kellogg) wpsu-Tv Mon. 5 2.3 10. Huckleberry Hound (Kellogg) . 
Ogee ~ tl SOE Sa Sa Se) 0 ee 25.7 11. 26 Men (ABC) wosvu-tTv Fri. 10:45 . 4 oe WTAE Mon. 7:30 ome . és cane 
14. Popeye (UAA) KTVE M-F 5:30 .......... 25.3 12. Soldier of Fortune (MCA) 10. Highway Patrol (Ziv) wo Tue. 7 ....... 17.6 
15. Annie Oakley (CBS) KTVE Tue. 6:30 ....14.0 WWL-TV Sat. 5:30 ...........-++- ++ 21.2 11. 36 Men (ABC Films) wio Thu. 7 --- 16.9 
13 a Marshal (NTA) wosvu-TvV Wed. 10 ..20.4 12. Sea Hunt (Ziv) KDKA-TV Tue. 8 : 15.5 
14. Our Miss Brooks (CBS) 12. Sky King (Nabisco) KDKA-TV Sat. 10 ....15.5 
TOP FEATURE FILMS Ee MD es dake éicadsswndees 20.2 13. Jeff’s Collie (ITC) KDKA-TV Mon. 6:30 ..14.9 
-_ ™ - 15. Popeye (UAA) WWL-TV M-F 5:30 . wae 13. Colonel Flack (CBS) KpKaA-TV Wed. 8:30 ..14.9 
‘op at eatre KNOE-TY 
Mon. 10:15-12:15 a.m. ....... cecceccsseum ~ 
2. Top Hat Theatre KNOB-Tv TOP FEATURE — 1 catnnyStulo Presets RDRATY 
Wed. 10:15-12 mid. ..... sauahe’ epee) 1. Sunday Matinee wosu-Tv Sun. 5-7 .. - 26.5 a SE et a 31.3 
3. Top Hat Theatre KNOE-TV 2 page’ ar “pgs WDSU-TV a © wiiten Deller Movie Wenn Gun. 9-11. ....080 
Thu. 10:15-12 mid. ...... ih - 10.6 : Desi ake SSS eee itis “a8. 3. Sh y Temple Feature wrap Sun. 3:30-5 7.5 
4. Tov Hat Theatre KNOE-TV 3 reg = Feature WDSU-TV ep 4 ee on “i tease oo 
Fri. 10:30-12:30 am. ... errr — CO CPREMEHASSO ToD ECL eRee oes Mon. 11°30-1:30 a.m 3 : ae,’ 15.7 
5. Top Hat Theatre KNOE-TY 4. Rey Rogers Feature WDSU-TY 5. ale a ei Ne ta ad 
Tue. 20215-11245... 0... s eee eeeeeeee 9.8 espe Cade Ts AEE ERD cae hig Wee. FEAE-E:96 Baie oon. secu cccecteus 15.4 
5. Late Show wpsu-Tv Fri. 11: :30 1 a.m. 2.48.9 
T 7S > Ss 
Sa? NETWORK SHOWS TOP NETWORK SHOWS pT tees Ge 
1. Have Gun, Will Travel KNOE-TV ........ 68.1 1, Loretta Young Presents wpsvu-Tv .... 53.2 SB. Gamemeeite BBRAEV  2n ccc ccscccccsscces 44.8 
3. Gumemelkte ENGW-TV ... wc cccccsccccccces 67.2 re 48.6 S. See ee SEES ok cccetssanveuns 39.7 
3. Red Skelton KNOE-TV ........ 65.9 S. We Te WE is ics s Sean cicie 45.3 4. Father Knows Best KDKA-TV .. — 
4. Ed Sullivan KNOB-TV ............ ccc. 62.3 4. You Bet Your Life wpsu-Tv ...... ee 5. Have Gun, Will Trayel KDKA-TV ... 0 0 ee 
EE 60.3 S. M Squad woseu-Tv ............ sn ciecee oun 6. The Rifleman wTaB ......... “e oo 
6. G. E. Theatre KNOB-TV ................-- 58.7 6. Desilu Playhouse WWL-TV .............. 38.1 REED, WED ars. 6 ccgks Saeet.ps sean 36.6 
7. Name That Tune KNOE-TV ..... ae 7. Tales of Wells. Fargo WpsU-TV .......... 36.1 So ee eG eee 36.5 
7. Father Knows Best KNOB-TV .............. 57.4 8. What’s My Line? wwt-tv Bh etaleweie marae 36.0 9. I’ve Got a Secret KDKA-TV .........-.0005 34.9 
8. The Millionaire KNoE-TV ......... -.. 56.4 9. Chevy Show WDSU-TV ............05-05- 35.9 10. Professional Football—Steelers vs 
9. Danny Thomas KNOE-TV ................ 56.0 1@. Gunsmoke wpDsu-TVY ...... Redskins KDKA-TY .... pia ites eena eee 34.4 
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LINCOLN, NEBR. 


4-Station Market 
(one-week ratings) 
TOP SYNDICATED FILMS 
Death Valley Days (U. 8S. Borax) 
EMTV Wed. 9:30 2... cccccccccescesece 21.0 
Highway Patrol (Ziv) wow-tTv Sat. 9:30 ..20.4 
Tales of the Texas Rangers (Screen 








Gems) KETV Mon. 6:30 ........+.+. . 17.8 
Annie Oakley (CBS) KMTV Sat. 5:30 -16.5 
26 Men (ABC) KMTV Sat. 6 ........000: 15 


aw 


Mike Hammer (MCA) KMTV Sun. 9:30 15 
New York Confidential (ITC) K™MTv 

Tan. OS cnccsscclatatecueces oveeeee ee 
Soldier of Fortune (MCA) Ketv Fri. 6 ....15 
State Trooper (MCA) KMTV Mon. 8 ret 
Jeff's Collie (ITC) KoLN-TV Wed. 7:30 ..13. 
Woody Woodpecker (Kellogg) K™MTV 


an ww 


Bas. O2BO- cccccecsecaccs ebecess oo e088. 
Topper (Schubert) KETV Mon. 6 ......... 11.4 
Superman (Kellogg) KMTV Mon. 5:30 ....11.3 


Huckleberry Hound (Kellogg) K™MTV 
Phe. B90 cvacvccccncwssnses eccccssecetben 
Mackenzie’s Raiders (Ziv) KetTv Tue. 6 ..10.6 


TOP FEATURE FILMS 


Gregore KMTV Sat. 10:15-12 mid. ........ 12.1 
Movie Masterpiece KETV Sun. 9:30-11:30 ..11.4 
Movie Masterpiece KETV Thu. 9:30-11:15 ..10.9 
Movie Masterpiece KeTv Sat. 9:30-11:30 ..10.4 


Movie Masterpiece KETV Fri. 9:30-11:15 .. 9.6 


TOP NETWORK SHOWS 





This Is Your Life KMTV Kedcevaeencwee 
Desilu Playhouse Wow-Tv 33.8 
Wagon Traim BMTV ....cccccccccccess 32.3 
Perry Como KMTV Slee titeicnaectlio al 30.9 
Tennessee Ernie Ford KMTV ........ ee} 
I've Got a Secret KOLN-TV .......+200+- 29.0 
People Are Funny KMTV ..........- 

You Bet Your Life KMTV ........ 


Loretta Young Presents KMTV 
Gunsmoke KOLN-TV .........- 


ROCHESTER, MINN. 


5-Station Market 
(one-week ratings) 


TOP SYNDICATED FILMS 


Sea Hunt (Ziv) Kroc-tTv Thu. 7 . ..-44.8 
Rescue 8 (Screen Gems) Kroc-Tv Thu. 8 
Decoy (Official) Knoc-Tv Thu. 9:30 
Silent Service (CNP) Kroc-Tv Sun. 9 
Medic (CNP) Kroc-TvV Tue. 9:30 : 
African Patrol (GKS) Kroc-Tv Mon. 9:30 
Tugboat Annie (ITC) Kroc-Tv Wed. 9:30 
Woody Woodpecker (Kellogg) Kroc-tTv 








KkROCc-TV Fri. 6:30 
Huckleberry Hound (Kellogg) KRroc-TV 





Tem. BcOO  cdscundctanoseeus vere ees 
Jeff's Collie (ITC) Kroc-Tv Wed ..27.9 
Sherlock Holmes (UAA) KROC-TV Mon. 6:30 .27.7 
New York Confidential (ITC) 

mnne-ou Wel. -0 cas cdenncstipscs.cteuss 26.8 
Championship Bowling (Schwimmer) 

KRoc-TV Set. 5:30 .. . os sé 60 cece cee 
Superman (Kellogg) Kroc-Ttv Fri. 5:30 ....25.2 








TOP FEATURE FILMS 


Saturday Spectacular KROC-TV 


Get, 30<25-220:88 GM. ccasccince 31.5 
Million Dollar Movie KRoc-TV 
Sam. BOsEG-P0"9E GR sow kkxedssnns 22.5 


Hollywood Festival KRoc-TvV Sun. 5 
Double Feature Movie KRoc-Tv Sat. 
Double Feateure Movie Kroc-TVv 
Sat. 10:15-12:15 p.m 


TOP NETWORK SHOWS 


Wagon Train KROc-TV 
Perry Como KROO-TV 








Tennessee Ernie Ford KRoc-TV ....... 55.3 
You Bet Your Life Knoc-TV .......... 54.3 
The Price Is Right KROO-TV ........... 49.8 
Tales Of Wells Fargo KROC-TV ........ 49.5 
S. ff § Re, eee 46.9 
People Are Funny KROC-TV ..............46.8 
Alsen Thesive EROO-TV .ccccccvecsscecs 45.8 
Steve Allen KROC-TV ..........0- 45.7 
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. Loretta Young Presents Ksp-Tv 
. Maverick KTVI ...... 


caann 


MIAMI 


3-Station Market 
(one-week ratings) 


TOP SYNDICATED FILMS 


Sea Hunt (Ziv) wivs Fri. 7 


. Whirlybirds (CBS) wtvs Thu. 7:30 
State Trooper (MCA) wtvs Sun. 6:30 
Highway Patrol (Ziv) wrvs Sat. 10:30 


Mackenzie's Raiders (Ziv) wrvs Thu. 
Medic (CNP) wtvs Mon. 7 se 
Silent Service (CNP) wtvs Tue. 7 


Superman (Kellogg) wWcCKT Mon. 7 
Flight (CNP) wtvs Tue. 8 


Woody Weodpecker (Kellogg) wcxt Tue. 7 
Huckleberry Hound (Kellogg) woxkT Thu. 7 


Casey Jones (Screen Gems) WCKT Sat. 
Citizen Soldier (Flamingo) wckT Wed. 


Mike Hammer (MCA) wckT Tue. 10:30 


TOP FEATURE FILMS 


Movie 7 wcKkT Mon. 5-6:30 
Humphrey Bogart Theatre wrvs 
Sun. 5-6:30 ° . 
Movie 7 wokT Wed. 5-6:30 
Movie 7 wckT Fri. 5-6:30 
Big Show wtvs Wed. 7-8:30 


TOP NETWORK SHOWS 


Gunsmoke wtvs ee 
Desilu Playhouse wrvs 
Maverick WPST-TV 


Wagon Train wckT 

Lassie WwTvs - 

The Rifleman wrst-Tv 

High Adventure wtvs ° 
CBS News—D. Edwards wrvs (M-F) 
Have Gun, Will Travel wrvs 


Py, i MUN edd waa 456 de a beceneue 31.3 


ST. LOUIS 


3-Station Market 
(one-week ratings) 


TOP SYNDICATED FILMS 


Death Valley Days (U.S. Borax) 
KMOX-TV Sat. 9:30 


State Trooper (MCA) Ksp-Tv Tue. 9:30 
Frontier Doctor (H-TV) ksp-Tv Thu. 10 
Highway Patrol (Ziv) Ksp-Tv Thu. 9:30 


Whirlybirds (CBS) KspD-Tv Tue. 10 


Mike Hammer (MCA) Ksp-Tv Fri. 10:15 


U.S. Marshal (NTA) Ksp-TV Wed. 10 
Sea Hunt (Ziv) KTvi Fri. 9:30 
Popeye (UAA) KMOX-TV M-F 4 
The Whistler (CBS) KspD-rTv Mon. 106 
Danger Is My Business (CNP) 
Ksp-Tv Wed. 9:30 ; 
Sky King (Nabisco) Ksp-Tv Sat. 10:30 


Amos ‘n’ Andy (CBS) ksp-Tv M-F 4:30 


Stories of the Century (H-TV) 
wTvr Sun. 8:30 ....... nels 
Woody Woodpecker (Kellogg 

KSD-TV Tue. 5:30 


TOP FEATURE FILMS 


Shirley Temple Feature Ksp-TV 
Ge. Cree e ck cenessaceesavces 
First Run Theatre KMOX-TV 

We.. SecBG-RGsGS nce caswacniee 
Early Show KMOX-TV Wed. 5-6 
Early Show KMOXx-TV Tue. 5-6 


TOP NETWORK SHOWS 


Gunsmoke KMOX-TV . 
What's My Line? KMox-tTv 
Desilu Playhouse KMOX-TV ...... 
Red Skelton KMOX-TV ...... 
Danny Thomas KMOX-TV 
Wagon Train KspD-Tv vratheneeaea 
I've Got a Secret KMOX-TV ...... 


Have Gun, Will Travel KMox-TV 


om te 


we 


U. 8S. Marshal (NTA) wrvs Wed. 8:30 


eS 


ee 


a~ mm a ee OD 


oe 


Late Show KMOX-Tv Fri. 10:30-12:30 a.m. 


ARB City-By-City Ratings December 1958 
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MINNEAPOLIS-ST. PAUL 


4-Station Market 
(one-week ratings) 
TOP SYNDICATED FILMS 


Death Valley Days (U. 8. Borax) 
woco-Tv Sat. 9:30 


. Wild Bill Hickok (Kellogg) 


weoo-Ttv Sat. il 

Sky King (Nabisco) woco-Tv 

Sat. 11:30 am 

Popeye (UAA) weccoo-TvY Mon. 5:30 

Huckleberry Hound (Kellogg) woco-Tv 
Tue. 6:30 . 

Whirlybirds (CBS) xstr-tv Sun. 9 

Woody Woodpecker (Kellogg) wcoo-Tv 
Wed. 5 


State Trooper (MCA) KsTP-TY Tue. 9:36 


Superman (Kellogg) weco-rv Thu 


Highway Patrol (Ziv) KsTP-TVY Mon. 9:30 


Annie Oakley (CBS) KsTP-Tv Sat. 5:30 
Mackenzie's Raiders (Ziv) KsTPr-Tv 
Sat. 9:30 . ee 
Flight (CNP) KsTP-TvV Wed. 9:30 
Jeff's Collie (ITC) wTren-TVY Mon. 6:36 
New York Confidential (ITC) 
wcoo-Tv Tue. 7 .... 
Hopalong Cassidy (CNP) weco-tvy 
Sat SS M seesccs 

TOP FEATURE FIL} 
Movie Spectacular WTON-TV 
Sat. 9:45-12 mid 
Shirley Temple Feature KMsr-Tv 
Sun. 4-5:30 
Movie Spectacular wTcn-Tv 
Sun. 9:45-11:30 
Movie Spectacular wTcn-Tv 
Thu. 5:45-12 mid 
Your 9 O'Clock Movie wrcn-tv 
Fri. 9-10:30 





TOP NETWORK SHOWS 


Gunsmoke WCCO-TV 

I've Got a Secret woco-Tv 
Desilu Playhouse wcco-Ty 

Perry Como KSTP-TV 

What's My Line? weco-Tv 
Lassie WOCCO-TV 

Ed Sullivan woco-Tv 

Alfred Hitchcock Presents woco-Tv 
Garry Moore woco-Tv 

Danny Thomas wcco-Tv 


tATTLE-TACOMA 
5-Station Market 
(one-week ratings) 
TOP SYNDICATED FILMS 
Death Valley Days (U. 8. Borax) 

KING-TV Mon. 7 

Highway Patrol (Ziv) kKomo-Tv Thu 


~ 





Rescue 8 (Screen Gems) KING-TV¥ Mon. 7:30 


Burns and Allen (Sereen Gems) 

KING-TV Sun. 6:30 

Mike Hammer (MCA) KING-TV Sun. 9:30 
Huckleberry Hound (Kellogg) 

KING-TV Thu. 6 

Sky King (Nabisco) KING-TV Sun. 6 
Decoy (Official) KING-TV Tue. 10 
Woody Woodpecker (Kellogg) 

KING-TV Tue. 6 ... . 

Wild Bill Hickok (Kellogg) 

KING-TV Sat. 6 r 

Superman (Kellogg) KING-TY Mon. 6 
Sea Hunt (Ziv) KING-TV Mon. 106 
Divorce Court (Guild) KinG-trv Sat. 8 
Meet McGraw (ABC) KING-TV Sun. 10 





The People’s Choice (ABC) KomMO-TV Tue. 7 


TOP FEATURE FILMS 
Shirley Temple KTNT-TVY Sun. 4:30-6 
Premiere Playhouse KIR0-TV 
Sat. 10-12:45 a.m 
Curtain Time KOMO-TY 
Sun. 106:30-12:30 am 
Command Theatre KING-TV 
Sat. 10:30-1 am . . 

Early Show KTNT-TV Wed. 8-9:30 ° 
TOP NETWORK SHOWS 

Maverick KOMO-TV ......... 

The Real McCoys KING-TV 

Ozzie and Harriet KING-TV 

Cheyenne KING-TV had 

Desilu Playhouse KIRO-TY . 

People Are Funny KOMO-TV 

Lawman KING-TV 

The Rifleman KING-TV >a 

Leave It To Beayer KING-TV 

77 Sunset Strip KING-TY 
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S & W FINE FOODS, INC. 
(Honig-Cooper, Harrington & Miner, 
San Francisco) 

This food processor, who has been using 
half-hour syndicated films in a group of 
top western markets, along with recent 
spot buys of minutes and 20's in 

New York and Chicago, will be hypoing 
its activity throughout California this 
month in a “Golden Key Coupon” 
campaign for S & W coffee. Clarice 
McCreary is the timebuyer. 


F. & M. SCHAEFER 
BREWING CO. 


(BBDO, N. Y.) 


Although plans weren't definite at press 
time, spring buying activity should be 
getting under way about now on this 
company’s beer. Major and minor 
markets along the eastern seaboard will 
get schedules. Reportedly, the brand 
intends to concentrate on minutes at first, 
adding 20’s and ID’s as the season 
wears on. Ed Fleri, assisted by 

Jackie Moore, is the timebuyer. 


SMITH BROTHERS 

(KHCC&A, N. Y.) 

This company’s SMOKERS’ DROPS has 
just returned after a brief hiatus to New 
York, New Haven and Boston with 
eight-week schedules of UD’s and 20's. 
Results after the introductory campaign 
late last year are reported good, so 
additional market activity is likely. 

The agency recently added the balance of 
the firm’s account and will handle the 
full line of cough drops. Activity in 

the past, however, has been limited to 

a few markets. Beryl Seidenberg 

is the timebuyer. 


SPERRY & HUTCHINSON CO. 
(SSC&B, Inc., N.Y.) 

Some new activity was noted as starting 
last week in a single midwestern market 
for SKkH GREEN STAMPS, and it could 
be indicative of buying elsewhere. There 
is little pattern to the client’s campaigns, 
as its distribution is spotty, covering 
markets of all sizes. Filmed minutes, 
primarily daytime, were reportedly set 

for 20 weeks. Ira Gonsier is the 
timebuyer. 





BUY THE 
“OIL-RICH" WEST TEXAS 
MARKET 


99,595 TV SETS 


AS OF JULY 1958 
. . . With this 


Kind of Money to spend... 
CSI PER HOUSEHOLD 


MIDLAND $7,466 
ODESSA $7,104 
BIG SPRING $5,978 


Ch 2) 


Venard, Rintoul & McConnell, Inc. 
South—Clarke Brown Company 
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At J. M. Mathes, Inc., timebuyer Pat 
Hartnett places schedules for Eco- 
nomics Laboratories and Canada Dry, 
among others. 


STANDARD BRANDS, INC. 
(Ted Bates & Co., Inc., N. Y.) 

A fairly small number of major markets 
will see activity beginning about issue 
date for BLUE BONNET margarine. 
Daytime minutes will be used and _ will 
run on six-week schedules. Len Soglio 

is the timebuyer. 


WARD BAKING CO. 

(J. Walter Thompson Co., Inc., 
N. Y.) 

Emily Tipp is back again, as TIP-TOP 
bread kicks off new schedules next week 
in 35-40 regular markets. Minutes, 20’s 
and ID’s in both day and night slots 
will run for 17 weeks. Mario Kircher 
is the timebuyer. 





William B. Quarton, above, has be- 
come operating head of the Ameri- 
can Broadcasting Stations (WMT-TV- 
AM Cedar Rapids, KwMT Fort Dodge 
stockholder 
properties) in a reorganization co- 
incident with the resignation of 
William B. Dolph as president. Helen 
S. Mark has been elected president, 
Mr. Quarton executive vice president, 
Helen J. Jetts secretary and Helen M. 
Herrmann The Mark 
family has been principal owners of 
the American Broadcasting Stations 


and = minor in other 


treasurer. 


properties since 1944. 





Agency Changes 
Vicks Double-Buffered Cold Tab- 


lets (“Would you believe it? I have 
a cold!”) moves from Morse Inter- 
national to Ogilvy, Benson & Mather, 
Inc., officially on July 1. 
OB&M has begun work already on 
next fall’s ad plans. 

The $1.5-million account of Pax- 
ton & Gallagher Co., producer of 
Butter-Nut Coffee, has been split be- 
tween Tatham-Laird, Inc., Chicago 
(handling advertising east of the 
Rockies), and D’Arcy Advertising 
Co., St. Louis (western area). About 
one-half of the Butter-Nut budget 
Buchanan- 


went into tv last 


Thomas, Omaha, previously was the 


year. 


agency of record. 

Erwin Wasey, Ruthrauff & Ryan, 
Los Angeles, added the tv-radio bill- 
ing of Union Oil Co. of California. 
Young & Rubicam, Los Angeles, for- 
merly held the entire account and will 
continue to place print advertising. 


Smith Brothers, Inc., moved its 
cough-drop business from Sullivan, 
Stauffer, Colwell & Bayles, Inc., after 
a relationship dating back to the for- 
mation of the agency in 1946, Due 
to a product conflict, the account 
went to Kastor, Hilton, Chesley, Clif- 
ford & Atherton, Inc., which has been 
handling the firm’s new Smokers’ 
Drops. 

Dancer - Fitzgerald - Sample, _Inc., 
Chicago, has been named to handle 
national advertising, plus the eastern 
division and several regional units, 
of the Frito Co. About $1 million in 
billing is involved. Tracy-Locke Co., 
Dallas, formerly handled national ad- 
vertising and will now continue to 


service Frito’s southwestern division. 


After several years at Doyle Dane 
Bernbach, Inc., New York, E. J. Gallo 
wines reappointed BBDO, San Fran- 
cisco, as its agency. BBDO had the 
Gallo account from 1950 to 1955. 


Arnold Bakers, Inc., which uses tv 
in brief campaigns, has split its ac- 
count between two agencies. Charles 
W. Hoyt, Inc., held the entire ac- 
count and will continue to place ad- 


vertising for the bakery’s cookies, 


while Kudner Agency, Inc., will han- - 


dle the bread-and-roll business. 


Actually - 
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News (Continued from page 54) 


Tv and the Critics 


Important television critics have a 
devastating effect on programming, 
and almost none on audiences. These 
same critics have a great deal of diffi- 
culty reconciling themselves to the 
money-making aspects of television, 
and few, if any, believe that the me- 
dium will produce the kind of crea- 
tive programming that would make 
tv criticism a more serious concern. 


These are some of the conclusions 
of the most recent television study 
done for the Fund for the Republic. 
The study, titled Television Critics In 
A Free Society, was completed by 
Patrick M. McGrady Jr. and will be 
released in several weeks. Mr. Mc- 
Grady, who interviewed some 40 
critics from newspapers and from 
most of the important weekly publi- 
cations over a seven-month period, 
outlined some of his findings recently 
at a Radio and Television Executives 
Society luncheon. 

Television criticism, said Mr. Me- 
Grady, is “generally inconsistent, ca- 
pricious, and of questionable value.” 
Only the previewer, he says, has had 
any appreciable effect on viewing. 
“The regular critics influence tele- 
vision directly and strongly by touch- 
ing the moral susceptibilities of spon- 
sors, advertising and network officials 
and station programmers.” 

Mr. McGrady mentioned several 
examples where influential tv critics 
were able to change programming, 
and said that in his full Fund report 
many particular cases are cited. 


It is the very system of commercial 
television that seems to underlie most 
critics’ complaints, he said. “It is 
questionable whether rule by threat 
and insult is desirable in a free so- 
ciety. Such vitriolic unpleasantness is 
not characteristic of other critical re- 
lationships—in art, or in literature, 
or in drama, or in music. For at least 
in these other media the critics and 
the producers speak the same lan- 
guage. They understand each other.” 


Criticism can and does take many 
forms, Mr. McGrady assured his audi- 


ence, and there appears to be no ideal 


form after which it can pattern itself. 
In support of this, he quoted literary 
critic I. A. Richards, who had this to 
say on the subject some 30 years ago: 

“A few conjectures, a supply of 
admonitions, many acute isolated ob- 
servations, some brilliant guesses, 
much oratory and applied poetry, in- 
exhaustible confusion, a sufficiency of 
dogma, no small stock of prejudices, 


whimsies and crotchets, a profusion of 


mysticism, a little genuine specula- 
tion, sundry stray inspirations, preg- 
nant hints and random apercus. . . .” 


Piel’s Does It Again 


Piel’s beer finished off 1958 with 
a firm hold on first place in the 
American Research Bureau’s Decem- 
ber survey of best-liked 


y television 
commercials. This is the third con- 


(Continued on page 72) 










FOREST 


CLINTON 


QZ 
only WJAC-TV 


Puts this vital market in your hands 


W4JAC-TV is seen in 533,290 homes each week at night, in 457,43( 


] FACTS FROM N.C.S.--in the Johnstown-Altoona Total Coverage Arec 


homes each week during daytime. In 14 out of 21 counties, WJAC-T\ 
gives 80 to 100% coverage of all TV homes! (N.C.S. Report No. % 


Spring, 1958). 


FACTS FROM A.R.B.--in Cambria County, WJAC-TV leads WFBG-T\ 
? by 92% to 38%. In Blair County--WFBG-TV’S home grounds--WJAC-T\ 
is a mere 5% behind this competitor! It adds up to hard, cold proot 
| of viewer preference. (A.R.B. Study, Feb., 1958). 


There are some mighty in- 

teresting figures on how 

WJAC-TV stacks up in 
fringe areas against Pitts- 
burgh stations. Get all these 
| important facts and figures 
from your Katz Man! 


| 3 FACTS FROM TRENDEX-- 


JOHNSTOWN - CHANNEL 6 
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Game (Continued from page 36) 


any particular time,” says general 
manager Thomas. “Instead we scat- 
tered them, running two in the after- 
noon and two or three at night. People 
had to keep their sets tuned to our 
channel all the time—a practice which 
became habit-forming—because they 
never knew when we'd suddenly break 
in with a contest clue.” 

Winners were determined on the 
basis of earliest postmarks. Tieing en- 
tries were judged on neatness. “The 
mail came in so fast, we had to take 
both nighttime 
switchboard operators and a girl from 
another department and put them in 
our mail department to help handle 
it,” Mr. Thomas asserts. 

After separating the correct and 


our daytime and 


incorrect answers, the girls broke the 
entries down according to postmarks. 
The reading and sorting job took from 
8:30 a.m. to midnight every day. 
“Now that we’ve used ‘Quote to 
Click’ with great success twice, we 
feel that this contest format is some- 
thing that we can go back to anytime 
and get amazing results. But, for now, 
we're giving the post office a little 
breather,” Mr. Thomas concludes. 





Lever (Continued from page 31) 
pride in recent accomplishments. 
Never before had Lever, USA, pub- 
lished anything resembling a financial 
report. Lever in the U. S. is a wholly 
owned subsidiary of Unilever, N. V. 
Rotterdam, The Netherlands, and its 
affiliate Unilever of London (the 
world’s largest soap company, with 
nearly 450 world-wide branches). 
Statements of the U. S. company had 
always been consolidated with those 
of the parent firm abroad. 

Covering all of 1957, the figures 
showed gross sales of $345.6 million 
and a net profit of $5.9 million. They 
also indicated that Lever had moved 
into second place among U. S. soap 
companies, surpassing Colgate-Palm- 


olive. 

In its fiscal year ended last June, 
Procter & Gamble reported interna- 
tional sales of more than a billion dol- 
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Claud O’ Shields has been named gen- 
eral manager of wect Wilmington, it 
has been announced by Dan Cameron, 
of Atlantic Telecasting 
Corp. A native of Wilmington and 
active in civic work, Mr. O’Shields 
has been in radio and tv for 20 years. 
He was WECT 


president 


formerly station 


manager. 


lars. Although no domestic breakdown 
is given, the trade accepts P&G as the 
leader. Colgate’s total sales, domestic 
and foreign, were more than $506 
million. But only $268.7 came from 
the U. S. 

The British and Dutch parents of 
Lever reported a gross of $4.8 billion 
for 1957. 

It is noteworthy that Lever’s profit 
in 1946, a net of $12 million on gross 
sales of $200 million, was more than 
double the company’s net on 1957’s 
gross of $345.6 million. 

Unilever chairman Lord Heyworth, 
speaking at the company’s annual gen- 
eral meeting in London, declared, 
“Advertising quickens the tempo of 
our times. New products and product 
improvements follow fast upon each 
other, and news of them reaches mass 
audiences quicker than before. People 
switch more readily to more conven- 
ient or more efficient innovations, and 
the advertiser must spend more money 
quickly if he is to bring home to the 
consumer the advantages which his 
product offers and not risk the loss 
of his market.” 

Unilever, besides being the world’s 
largest soap company, is the world’s 
largest advertiser, with its world com- 
panies spending $232.4 million, ac- 
cording to trade reports. 

The evolving of new marketing 









philosophies at Lever was accompa- 
nied by some hectic shifts on the ex- 
ecutive line. One alumnus has re- 
marked that a man was lucky if he did 
not pass his predecessor in the revolv- 
ing door once around and his succes- 
sor on the second turn. After Mr. 
Luckman’s departure, Jervis J. Babb 
was president until 1955. He moved up 
to chairman of the board (retiring 
last year) when William H. Burkhart 
took over as chief executive in Feb- 
ruary of 1955. 

Until this month, Mr. Burkhart was 
both president and chairman of the 
board. On January 30 came the an- 
nouncement of a new chief executive 
officer and several promotions down 
the line. Milton C. 
named president and chief executive 


Mumford was 


officer. Mr. Burkhart stays active as 
chairman of the board and continues 
as chairman of the board of Thomas 
J. Lipton Inc. and Lever Brothers Ltd., 
Toronto, Canada. His resignation as 
president, the company says, was be- 
cause of these additional duties. The 
three companies represent Lever’s 
North and as 
chairman, Mr. Burkhart is now chief 
and Holland. 


Operation of the three companies con- 


American interests, 


contact with London 
tinues separately under supervision of 
their respective chief executive officers. 

During the four years (almost to 
the day) of Mr. Burkhart’s tenure as 
head of the U. 


tion of new-product and promotion 


S. company, the frui- 


expansion was clearly marked. 

A chemical engineering graduate 
of the University of Pennsylvania, 
Mr. Burkhart entered the soap busi- 
ness in 1921 with P&G. In 1925 he 
moved to the Gold Dust Corp. It was 
bought out by the Hecker Products 
Corp. and Hecker, in 1938, was pur- 
chased by Lever. At Lever, Mr. Burk- 
hart rose to general manufacturing 
supervisor, director of manufacture 
and vice president in charge of 
manufacturing and traffic. He became 
production vice president and a 
director in 1950. 

With a reputation mainly as a pro- 
duction and management man, it may 
be incidental . at important adminis- 
trative changes were made in the ad- 
vertising echelons shortly after Mr. 
Burkhart became president. Henry M. 
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Schacte moved over from Bryan 
Houston to become advertising vice 
president, a new post created at staff 
level. He was made a company di- 
rector in 1956 and this month was 
made an executive vice president. At 
Bryan Houston, he was senior vice 
president. Before that, he was director 
of advertising at the Borden Co., 
which he joined in 1947 after two 
years at Young & Rubicam. 

Appointed advertising vice presi- 
dent with Mr. Schacte’s promotion to 
executive vice president is Samuel 
Thurm. Mr. Thurm joined Lever in 
1956, was media director and most 
recently general manager, advertising 
services division. He was previously 
media director of Young & Rubicam, 
a post he held for four years. 

The promotions early this month 
also included several marketing execu- 
tives. Warren N. Burding was named 
an executive vice president along with 
Mr. Schacte. He had been marketing 
vice president of the Lever division 
since 1953 and a director since 1956. 
Before that he was president of Lever’s 
Good Luck division (now foods). He 
came to the company from the gro- 
cery division of Standard Brands. 

There are three new marketing vice 
presidents at the head of various di- 
visions. Thomas Carroll, with the com- 
pany a year, was named marketing 
vice president, Lever division; Robert 
McDonald, formerly general manager, 
food division, is now marketing vice 
president of that division; William T. 
French, director of corporate devel- 
opment since November 1956, is mar- 
keting head of the Pepsodent division. 

Lever’s new president, Milton C. 
Mumford, joined the company in June 
of 1954, and in July of °55 was elected 
executive vice president. Before Lever, 
he was with Marshall Field, Chicago, 
having joined that organization after 
graduation from the University of 
Illinois in 1935. He served there in 
positions involving finance, labor re- 
lations, marketing and manufactur- 
ing. He was made a vice president in 
1948 and two years later became gen- 
eral manager of Fieldcrest Mills. 

Before Mr. Burkhart’s administra- 
tive changes, Lever had advertising 
managers who handled one or two 
products in a division and who were 





Wituam H. Burkhart, left, chairman 
of the board, and Milton C. Humford, 
president and chief executive officer 
of Lever Bros. Co. 


exclusively concerned with advertis- 
ing. The current product managers (a 
greatly expanded force) handle adver- 
tising and merchandising—all prod- 
uct management except actual sales 
direction. Over these men in the 
various marketing divisions are divi- 
sional merchandising managers, mar- 
keting vice presidents and a general 
sales manager. 

Product expansion has called for 
new agencies, and Lever now has nine. 
They and their products are BBDO: 
Surf, Wisk, Gayla; Sullivan, Stauffer, 
Colwell & Bayles: Silver Dust, Breeze, 
Hum, Lifebuoy; J. Walter Thompson: 
Rinso, Lux products; G. M. Basford: 
industrial; Foote, Cone & Belding: 
Imperial, Air-Wick; Ogilvy, Benson 
& Mather: Dove, Good Luck, Lucky 
Whip; Kenyon & Eckhardt: Praise; 
Needham, Louis & Brorby: All and 
Swan; National Export Advertising 





Motels on Tv 


Deep in the heart of Texas, 
television has proved itself to L. 
L. “Dude” McCandless, Austin 
motor-hotel builder and promot- 
er. In spite of the somewhat un- 
usual aspects of selling what is 
essentially a tourist service on 
local tv, Mr. McCandless suc- 
ceeded thoroughly with his first 
venture, which was promoted al- 
most entirely on KTBC-TV Austin. 

He has recently opened a 
multi-million-dollar motor hotel, 
the Villa Capri, on the new 
Texas Inter-regional Highway, 
and again he is relying on the 
selling impact of television, this 
time with an alternate sponsor- 
ship of Mackenzie’s Raiders on 
KTBC-TV. 





Service for foreign campaigns. 

Considering the furious new-prod- 
uct activity at Lever, it will be no sur- 
prise if the company comes up with 
Mr. Luckman’s vitamin pill with 
built-in headache cure. If it should 
happen, Lever’s ad men will be “in 
there selling the hell out of it” market- 
by-market. 





Theatre 


day afternoon show, Two on the Aisle, 
which features interviews and discus- 


(Continued from page 35) 


sions of art theatres, foreign stars and 
similar topics of interest to filmgoers. 
along with live performances of num- 
bers from musical films, etc. When 
the Cooper Theatre in Omaha opened 
South Pacific, KMTV telecast a half- 
hour remote from the premiere. 

“We have plenty of evidence the 
medium will work for us,” says Mr. 
Keouch, citing an instance where a 
distributor refused to allocate any of 
a picture’s ad budvet to tv. The thea- 
tres included the film in the weekly 
KMTV schedule anyway and grossed 
$20,000 in two weeks. In cities twice 
the size of Omaha, the film did be- 
tween $6,000 and $8.000 in business. 

“But,” Mr. Keough concludes, “you 
must choose your availabilities and 
tvpes of audience with great care. 
Simply to set aside a certain amount 
for tv and then make a disinterested 
indiscriminate buy undercuts the me- 
dium’s power to do a job.” 





(Continued from page 49) 


Memo 


riod as the standard measurement of 
viewing. “We stumbled into the trap 
of expressing our audience in terms 
of one proeram per month, leaving 
unexpressed or unmeasured the vast 
audience which watches the program 
the other three weeks of the month,” 
he said. 

Much more informative and mean- 
ingful, the Los Angeles station presi- 
dent suggested, would be acoption 
of a cumulative four-week viewing 
period as the standard audience 
measurement. This, he said, would 
clearly show how television “reaches” 
millions of people with its programs, 
not just how many are tuned into one 
particular program in one week. 
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Tv Survey (From page 27) 


nessed a further accleration of this 
trend as 54.4 per cent of programs 
reached more than 10 million homes, 
while programs reaching under three 
million dropped again—to 1.5 per 
cent. 

It should be remembered that these 
are network evening programs, and 
the number reaching these various- 
sized audiences for the years men- 
tioned is as follows: in 1953 15 
reached over 10 million, while 52 


Number of Markets 
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Source: TV Age. 


1,177,172 Square Miles 
7,500 Accounts 


1,000 Advertising 
Agencies 


HAT'S the eleven western states. 

And a media salesman must move 
fast to cover his prospect list. Not much 
time to pioneer new accounts. 


He needs help. Help from Western Ad- 
vertising, the magazine that western 
advertisers and agencies look to for 
advice, counsel—the straight story— 
whether it be spot news or "how to" 
articles. For the full story on WA and 
how it can help you—as it helps its 
readers—call or write one of our offices. 


WA— 


Western Advertising 
for Western Attitudes 





San Francisco . 
New York * 


Los Angeles 
Chicago 
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Tv Number 1 Ad Medium for Fourth Consecutive Year 


1958* 
Television $1,098 
Newspapers _ 740 
Magazines 765 
Radio 265 
Outdoor 138 


(Millions) 

1957 1956 1955 1954 
+7% $1,022.6 $954.1 $800.6 $629.0 
—9 809.7 788.9 743.3 635.1 
—6 814.3 794.7 729.4 667.9 
+2 259.8 221.5 218.5 249.3 
—] 139.1 135.9 129.9 126.2 


Source: TvB, Printers’ Ink. Television figures include time, talent and production 
costs of network and spot. *Indicates TvB estimates. 


shows reached under three million; in 
1957 58 programs reached over 10 
million, while six reached under 
three million homes, and in 1958 69 
shows reached over 10 million while 
only two programs reached under 
three million homes. 

Another way of looking at the same 
trend which shows that an investment 
in a tv program is no longer a boom- 
or-bust affair is supplied by A. C. Niel- 


Tv Production, Value, Price 


1947-1958 
TV Set Retail Average 
Produc- Value Selling 
tion (000) Price 
1947 178,600 $ 83,500 $468 
1948 975,000 383,500 393 
1949 3,000,000 970,000 323 
1950 7,463,800 2,235,400 299 
1951 5,384,800 1,572,400 292 
1952 6,096,300 1,719,200 282 
1953 7,215,800 2,020,400 280 
1954 7,346,700 1,689,700 230 
1955 7,756,500 1,745,200 225 
1956 7,387,000 1,461,500 198 
1957 6,399,000 1,215,800 190 
1958 5.300,000 1,086,500 205 
Source: TvB 


sen. The distribution of rating levels 
has changed considerably since 1955, 
since at that time 16 per cent of pro- 
grams received over a 30 rating, 
another 55 per cent ranged between 
15 and 30, and 29 per cent received 
under a 15 rating. In 1958, however, 
the middle ground had grown consid- 
erably, while the percentage of pro- 
grams receiving over a 30 rating had 
declined to six per cent, and the per- 
centage of programs receiving under 
a 15 had declined to 18 per cent. The 
number of programs in middle 
ground, where the respectable 15-30 
ratings are received, climbed to 76 per 
cent. 

At least orie significant interpreta- 
tion of these figures, again of crucial 


Number of Tv Homes 
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eS SR eee eee 36,480,000 
OR OR eee 39,210,000 
eae 42,310,000 
(eA RA 44,000,000 
Source: TV Age. 


importance to the advertiser: the risk 
is gone. He can be assured, according 
to 1958 reports, of reaching over 10 
million homes with a given program 
at least half the time. 

Television sponsors, it seems, hard- 
ly need this assurance. In 1958, for 
the fourth consecutive year, television 
was the number-one medium for na- 
tional advertisers (see chart: Tv No. 
1 Ad Medium). Last year’s figure of 
$1.1 billion represents a seven-per- 
cent increase over the figure reported 
for 1957. Just five years ago adver- 
tisers’ investment in the medium was 
only half that figure—slightly more 
than $500 million. The chart seems 
to indicate that the severest losses were 





felt by newspapers (with a nine-per- 


Number of Operating, 
Commercial Stations 
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FCC freeze on grants from September 1948 
to July 1952. 
Source: TV Age. 
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Number of Color Receivers 


pe Re A eee 9,690 
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Januaey 3, Dele. osc seske iik ceacns 175,000 
January 15. Giles aes oasch o08 dann ds 275.000 
Januaz? 4,2 Bab ada finctawas 435,000 


Source: TV Age. 


cent drop), followed by magazines 
with a six-per-cent drop. 

A further breakdown of advertis- 
ers’ investment in the medium in 1958 
(with local business included) shows 
that network received $700 million, 
for a six-per-cent increase over 1957; 
national spot received $398 million, 
for a 10-per-cent increase over the 
previous year, and local tv received 
$276 million, for a three-per-cent rise 
over 1957. This represents a grand 
total of $1.4 billion invested in the 
medium last year, for a six-per-cent 
increase over 1957. 

Omitting talent and production 
costs, income from time sales alone 
has climbed impressively (see chart: 
Revenue from Time Sales). TV AGE 
estimates that the 1959 total will hit 
$959.7 million, of which $426.3 mil- 
lion will go to network and $341.8 
million will go to national spot. 
Another $191.6 million will go to lo- 
cal tv. 

The chart documents a tremendous 
climb in income from time sales, since 


in 1950 the total figure, as reported 
by the FCC, seems to come from 
another century—it was $90.5 mil- 
lion. 

These figures perhaps give some in- 
dication of tv’s importance in today’s 
economy. Investments will probably 
rise as more local advertisers as well 
as top national spenders discover 
what the medium can do for them. 
Time spent per home per day has 
probably reached a plateau, and the 
number of tv homes will continue to 
rise slightly over the population 
growth for some time. But saturation, 
or universality, whichever word is 
more acceptable, appears to be on the 
horizon. The infant has grown up. 


Revenue from Time Sales 
($ Millions) 
Does not include revenue from talent or 
production costs 


Network Spot Local Total 


1949 ... $108 $ 73 $ 95 $ 275 
1950 ... 35.0 25.0 30.4 90.5 
eee 97.1 59.7 51.3 208.1 
ee 80.2 65.3 283.1 
1953 ... 1719 1243 88.5 384.7 | 
1954 ... 2412 176.7 120.1 538.1 
1955 ... 308.9 2224 1498 681.1 
1956 ... 367.7 281.2 174.2 823.1 | 
1957... 394.2 296.4 178.1 868.7 
1958* .. 407.5* 320.3* 185.5* 913.3* 
1959* .. 426.3* 341.8* 191.6* 959.7* 


Source: FCC, except those marked *, which 
are TV Age estimates. 
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Rate Raises 


in network basic 
hourly rates announced recently 
include: 

ABC-TV: kasc-Tv Los An- 
geles, from $2,600 to $2,900; 
KGO-TV San Francisco, from 
$2,100 to $2,200; wasc-tv New 
York, from $4,800 to $5,000; 
WAIM-TV Anderson, S. C., from 
bonus to WLOS-Tv Asheville, to 
$150; wBKB Chicago, from 
$3,300 to $3,500; wnuc-Tv New 
Haven, from $1,400 to $1,750; 
Wxyz-TV Detroit, from $2,400 
to $2,600. 

CBS-TV: KBEs-Tv Medford, 
Ore., from $150 to $175; KIEM- 
TV Eureka, from $150 to $200; 
new combination rate for KIEM- 


Increases 


Tv Eureka and KBeEs-tv Medford, 
$275; Kwtv Oklahoma City, 
from $850 to $875; WABI-TV 
Bangor, new affiliate, $375; new 
combination rate WABI-TV Ban- 
gor and WAGM-TV Presque Isle, 
$400; WAGM-TV 
new affiliate, $85. 

NBC-TV : knop-tv North Platte 
(new station) $100; WrRV-TV 
Green Bay (starts Feb. 1) $650; 
WILX-TV Lansing-Parma (starts 
Feb.1) $700; wis-tv Columbia 
from $450 to $525; wLBz-T\ 
Bangor (starts Feb. 1) $350; 
WNBQ Chicago from $4,300 to 
$4,500; wpBN-Tv Traverse City 
(new station) $150; wsoc-Tv 
Charlotte from $900 to $1,100. 


Presque Isle, 


CARAVEL 


Produces Commercials 
for 


GENERAL 
ELECTIC 


Batten, Barton, Durstine & Osborn, Inc. 
Young & Rubicam, Inc. 


CARAVEL 


Produces Commercials 
for 


RCA 
WHIRLPOOL 


Kenyon & Eckhardt, Inc. 








CARAVEL 


Produces Commercials 
for 


GULF OIL 





Young & Rubicam, Inc. 
For your next commercial 
call — 











CARAVEL FILMS 


INCORPORATED 


20 WEST END AVENUE 
NEW YORK 







Circle 7-6110 
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News (Continued from page 67) 


secutive month that the Piel freres, 
Bert and Harry, have been on top, 
and rounds out a full year of con- 
tinued popularity in which the brew 
commercial never fell below third 
place. 

Hamm’s beer, another regional 
thirst-quencher which has been right 
up there in commercials appeal 
throughout the past 12 months, 
switched positions with Maypo cereal 
this month, capturing the runner-up 
spot, while Maypo dropped to third 
place in the December listing. 

ARB’s latest survey turned up a 
number of newcomers—Elgin watches 
in sixth position, Delco batteries and 
Marlboro cigarettes in a tie for eighth 
place, Westinghouse dittoing for the 
14th slot, Kaiser foil bowing in in the 
17th spot, and Cocoa Puffs appearing 
in a tie with seven others for 19th 
place. 

Three of the commercials tied for 
19th—National Bohemian beer, Rob- 





THE 
LAUREL 
AND 
HARDY 
SHOW 


Gets Top Ratings on 
WSB-TV, Atlanta 





Wire or phone 
Art Kerman 
today for Z 


availability 

in your market, \ 

GOVERNOR TELEVISION 

151 West 46th St., N.Y.C. 
JUdson 6-3675 
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Construction is under way on a new $750,000 building for wsxt Jackson- 
ville. Located on a seven-acre site, the building will have a 150-foot front 
constructed of aluminum and glass which will be visible from the Jacksonvilld 
Southside Expressway. Sides will be of gray brick. Offices will occupy the first 
and second floors at the front, while studio space will be in the rear. Over-all, 
the building will include 40,000 square feet of floor space. It is expected to be 


completed in about a year. 


ert Hall clothes and Campbell soup 
had been absent from the survey for 
more than a year. Other long-time 
favorites that failed to make the list 
in November but came back the fol- 
lowing month included Winston ciga- 
rettes in eighth place, Ballantine beer 
in 17th and Wilkins coffee as one of 
the contestants tied for 19th. 
Commercials that slipped in their 





Brent O. Gunts (above) has been 
made manager of WBAL-TV Baltimore, 
it has been announced by D. L. Pro- 
vost, general manager of the radio 
and tv division of the Hearst Corp. 
Other appointments announced at the 
same time include that of Thomas S. 
Carr as manager of WBAL Radio and 
of Alfred E. Burk as assistant station 
manager and radio sales manager for 
wBaL. Willis K. Freiert will continue 
as assistant station manager and sales 
manager of WBAL-Tv. Mr. Gunts has 
a long background in broadcasting 
and was formerly head of his own tv 
production company, Brent Gunts 





Productions. 





standing on the December chart in- 
cluded Seven-Up, which dropped from 
sixth to 12th; Chesterfield, going 
from eighth to 14th; Burgermeister 
beer, moving down from ninth to 
19th; Ford from 10th to 14th; Chev- 
rolet from 14th to 19th, and Gillette 
from 14th to 19th. Of the 19 com- 
mercials appearing on the ARB No- 
vember listing, 14 retained their popu- 
larity to make the December survey. 

Results were tabulated from diaries 
placed by ARB for the week of Dec. 
1-7. Each diarykeeper was asked to 
note his favorite commercial for that 


survey week. 


Best-Liked Ty Commercials 


ARB’s National Diary Sample, 
Dec. 1-7, 1958 


Based on 


Rank 
1. Piel’s—Young & Rubicam 

2. Hamm’s—Campbell-Mithun 

3. Maypo—Bryan Houston 

4. Alka-Seltzer—Geoffrey Wade 

5. Falstaff—Dancer-Fitzgerald-Sample 
6 

8 


Commercial and Agency 


. Elgin—J. Walter Thompson 
Dodge—Grant 
. Deleo—Campbell-Ewald 

8. Marlboro—Leo Burnett 

8. Winston—Wm. Esty 

11. Post Cereals—Benton & Bowles 

12. Seven-Up—J. Walter Thompson 

13. Lestoil—Jackson Associates 

14. Chesterfield—McCann-Erickson 

14. Ford—J. Walter Thompson 

14. Westinghouse—McCann-Erickson; 
Grey 

17. Ballantine—Wm. Esty 

17. Kaiser Foil—Young & Rubicam 

19.° Burgermeister—BBDO 

19. Campbell’s Soup—BBDO 

19. Chevrolet-—Campbell-Ewald 

19. Cocoa Puffs—Dancer-Fitzgerald- 
Sample 

19. Gillette—Maxon 

19. National Bohemian—W. B. Doner 

19. Robert Hall—Sawdon 

19. Wilkins Coffee—M. Belmont Ver 
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In the picture 


The appointment of Kenneth B. Arrington to the position of general product manager 
of the toilet-articles division of the Colgate-Palmolive Co. has been announced by C. G. 
Grace, vice president in charge of the division. Mr. Arrington will be responsible for the 
supervision of all product managers in the development of advertising and merchandising 
for the Colgate division’s products. Mr. Arrington joined Colgate-Palmolive in 1951 as as- 
sistant advertising manager and during the following year he took over the company’s im- 

portant Colgate Dental Cream. A graduate of Beloit College in Wisconsin, he was owner 
\ and publisher of the Janesville (Wis.) Times during 1931-32, and subsequently was product 
manager of the Davis, Greene Corp., a continuity writer at wrMG Milwaukee, sales and ad- 
vertising manager of Omar, Inc., and a vice president of the Caples Co. 


eer 





Oliver Treyz (|.), president of the American Broadcasting Co., 
and. Matthew “Joe” Culligan (r.), executive vice president of 
NBC Radio, have been named chairmen of the television and radio 
committees, respectively, for Brotherhood Week, to be observed 
Feb. 15-22 under the auspices of the National Conference of Chris- 
tians and Jews. Committees have been set up with memberships 
representing every phase of the television and radio industries. 
Some 50 members are serving on the video committee, and 48 
comprise the radio group, among them well-known executives of 
all elements of broadcasting. 
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te 
n- Hal F. Davis (l.) and Dr. E. L. Deckinger (r.) have been 
o- elected members of the board of directors of Grey Advertising 
u- Agency, Inc. Mr. Davis joined Grey in 1957 as vice president and 
‘y. account supervisor and recently was named assistant to president 
ies. Arthur C. Fatt. Dr. Deckinger has been vice president and director 
ec. of the agency’s media department since 1956. Also elected to board 
to membership were Leroy B. Block, vice president and account 
hat supervisor, with Grey since 1946, and Theodore M. Kaufman, also 
a vice president and account supervisor, who has been with the 
agency for the past 10 years. 
ple, George J. Poris, a creative supervisor at Sullivan, Stauffer, Colwell & Bayles, Inc., has 
been named a vice president, it has been announced by Brown Bolte, president of the 
agency. He came to SSC&B in 1957 from Benton & Bowles, where he was a copy group head; 
his length of service at B&B had spanned six-and-a-half years. Prior to that, Mr. Poris was 
promotion copy chief at Coronet and Esquire magazines for three years. A native New 
‘ Yorker, he served his apprenticeship in advertising in 1940-41 at Lennen & Mitchell (now 


Lennen & Newell) and at Ruthrauff & Ryan (now Erwin Wasey, Ruthrauff & Ryan). Follow- 
ing four years of war service as an Air Force gunner, Mr. Poris resumed his college educa- 
tion at Columbia in New York. It was upon his graduation that he went to work for the two 
David Smart publications in 1948. Mr. Poris is married and is the father of three children. 





V. C. Kenny (1) has been appointed vice president in charge 
3 of creative services for the Griswold-Eshleman Co. of Cleveland. 
and Charles Hull Wolfe (r.) has been named creative director 
of the agency. Mr. Kenny, a member of the G-E creative staff for 
16 years and a vice president since 1957, has created ad material 
for all G-E clients. Mr. Wolfe joined the agency in May 1957, after 
prior tv-radio service with McCann-Erickson and BBDO. He has 
created commercials for such shows as Lux Video Theatre, Your 
er Hit Parade, Climax! and the Jack Benny and Red Skelton pro- 
ee grams, as well as for Garry Moore’s daytime and nighttime shows. 
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BINGHAMTON 


Look At These 
Ratings* On 


WINR-TV 


Peter Gunn 

Restless Gun 

Wagon Train 

This is Your Life 
M-Squad 

Kraft Music Hall 
Tales of Wells Fargo 
Perry Como 


28.1 
27.8 
26.8 


25.0 
25.0 
24.7 


% October ARB 


WINR-TV directs 1,070,000 
watts power, NBC plus se- 
lected ABC and CBS pro- 
gramming to more than 80,000 
tv households... an area with 
an effective buying power of 
a billion dollars. 


Call Everett-McKinney for full details. 


¢ 


-WINR- 


Member Gannett Radio-TV Group 


Affiliated with WINR-AM and The 
Binghamton Press 
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THE LIGHTER SIDE In camera 





Electronics makes strange bedfel- 
lows: A British company unveiled in 
London a $7,000 “super-bed,” pur- 
portedly for busy businessmen. 

It has buttons which control the 
opening and closing of bedroom cur- 
tains and raise or lower cither end of 
the two single mattresses joined by 
one headboard. 

It is also equipped with a tape re- 
corder, telephone, intercom system, 
electric razor, automatic tea maker, 
radio, push-button lights and a mink 
spread. And the bed’s makers also say 
it’s possible to sleep in the contrap- 
tion. 

We asked a friend of ours if he'd 
sleep in this bed, and he replied, 
“What! And miss television!” 

+ 2 
Incentive Plan, Carolina style: 
From Judd Choler, promotion man- 
ager at WFMY-TV Greensboro, N. C.., 
comes this yarn which Judd vows is 
true, and to back it up he promises to 
supply documentary evidence to any- 
one who requests it. 

It seems that wFrMy-TV hired a local 
landscaping company to clear out 
several heavily forested acres border- 
ing U. S. 29 in Greensboro. Whilst 
thus engaged on the station's “back 
40,” the workers came across a cache 
of Carolina “white lightning” whiskey 
contentedly aging in three Mason jars 
beneath the pines. Somehow, however. 
the jars were smashed and their con- 
tents wasted. It need hardly be said 
that the workers were unhappy. 

But the dismay of the hired hands 
was not to continue. In the days that 
followed, a truckload of Mason jars 
was hauled away. Empty. It need 
hardly be said that the workers were 
not unhappy. 

In fact, the foreman in charge of 
the landscaping operation said, “This 
is the fastest land-clearing job we've 
ever done. From now on I’m going to 
plant a couple of jars of white light- 
ning on all jobs. It’s the best incen- 
tive plan I know.” 


Sometimes the news that’s printed 
in the New York Times doesn’t fit. 


For instance, the reputable journal 
recently ran an item about the ap- 
pointment of Jerry A. Danzig as vice 
president in charge of participating 
programs for the NBC television net- 
work. An explanatory note at the end 
added, “Participating programs are 
those for which there are several ad- 
vertisers but no sponsors.” 
It pays to sponsor! 


Life in this television age: Our 
faithful (which means you, of course) 
readers will recall that we discovered 
Harry Golden’s book, Only in Amer- 
ica, long before it became a best-seller. 
Here are excerpts of a recent essay 
in which Mr. Golden gives his views 
of tv cowboys and Indians. 

“7 still like westerns, and I under- 
stand I am no different than the other 
55 million people who watch westerns. 
This is not unusual or strange. I think 
it is just that the majority of the 
American people still like those In- 
dian chases . . . Another reason for 
the continuing popularity of the west- 
ern is that it is inherently a good 
story. The granddaddy of all westerns 
is really the novel Don Quixote by 
Cervantes. Don Quixote makes the 
world a better place for having toured 
it. Everyone who meets him is bene- 
fited by the encounter. 

Still another reason for the success 
of the western is in the type of seden- 
tary life we all lead, a life without 
. The 


western hero has little money (he has 


obvious heroism or exertion . . 


some mysterious source of income), 
but he is never in financial trouble. 
(Ed. note: he makes it from resid- 
uals.) . . . Once the hero has routed 
the rustlers and saved the girl he 
doesn’t have to wade through miles of 
paperwork in court—or even pay for 
the girl's dental work after they are 
married ... The western is the great 
escape mechanism, and it admits us 
to a more heroic world than the one 
of bank loans and supermarket pur- 
chases.” 

In other words, for the moment 
westerns help us tell the bill collector: 
“They went thataway.” 
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BUYING DETROIT AND SOUTHEAST MICHIGAN? 
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blanketing an even larger area with a powerful 
signal 
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s the : wxyz-tv adds new viewers running into the 
ounill ¥ hundreds of thousands 


wxyz adds scores of suburbs, towns and cities 





uccess 
seden- 
vithout 
_. The 
he has 
come), 
rouble. 


. resid- 


— now WXYZ-TV serves 
gr more people, better! 


niles of 
pay for 
hey are 
he great 
Imits us 


the one 

ket pur- 

momenta 
: 
4 






















Now transmitting from the heart of America’s 
fifth market . . . center of Southeast Michigan's 
population shift! 


This huge 1,073 ft. tower permits WXYZ-TV to 
blanket a larger area than ever with a powerful 
signal . . . adding hundreds of thousands of 
viewers to its coverage area! 
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BROADCAST HOUSE —10 Mile and Northwestern Highway, 14 miles northwest of central Detroit 


SAN DIEGO © 
KFMB-TV 
MAKES — 
MORE * 
PEOPLE @ 
LEAVE © 
HOME (TO BUY) © 
THAN — 
ANYTHING ~ 
The only real way to “rate” an audience is not just by counting eyes in front of a TV set, but by counting feet at a supermarket. . 


“KFMB-TV sends more feet out to buy in the rich San Diego market because it’s got more eyes glued to the screen. 
(29 of the top 30 television shows in San Diego are on KFMB-TV.) 


KFMB © TV. 


Edward Petry & Co., Inc. SAN DIEGO 
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